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Your arch-type shoes can now have better style — and with it all the usual features needed for strong support in the main 
arch or metatarsal. A new lightness and flexibility are also possible since the Compo Single-Sole Arch-Type Shoe brings 
this ideal combination in footwear designed to give comfort and ease as well as trimness and beauty. It’s the one correct 


way to make an arch-type feature shoe of medium or higher heel, and light weight. The channel nuisance (‘‘Peely” soles) 





is eliminated and there is better fit in the arch because the shoe is not removed from the last. The success of this new 
method has been proved in many a factory making exquisite footwear of the finest grade and highest price. A new era of 
i improvement is now at hand as manufacturers and their dealers recognize the value of having Single-Sole flexibility and 


comfort in arch-type feature shoes. Compo Shoe Machinery Corporation, Boston, Massachusetts. 


SINGLE SOLE (SBICCA DELmac) 
ARCH-TYPE SHOES _ 
MORE THAN 27,000,000 PAIRS OF COMPO SINGLE SOLE SHOES HAVE BEEN MADE 
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VOICE of the TRADE 


FEBRUARY is a holiday month. 
It brings Washington’s birthday on 
Tuesday. The Saturday previous 
should be a record sales day. 
Some states celebrate Lincoln’s 
birthday, which comes on a Satur- 
day, and the famous St. Valentine’s 
Day, Feb. 14, comes on a Monday. 





W. 0. 0. TSHUNG, import man- 
ager of Thompson Company, 890 
Wuting Road, Shanghai, China, 
sends along a check, almost pillow- 
case size, for the book “2222 Re- 
tailing Ideas,” proving that war or 
no war, promotional ideas go on. 

He further writes: “We have a 
small shoe factory and three shoe 
stores in this city. We are also 
selling shoe leathers, materials and 
hardwares, most of them are direct- 
ly imported from European coun- 
tries. We would be pleased to 
receive samples, catalogs and prices 
of goods in these lines; and on 
future orders we shall either re- 
mit cash or bank letter of credit.” 

Trade follows devastation. Here’s 
an opportunity for interesting ex- 
port. 





DAVID E. MOESER, president of 
the National Retail Dry Goods As- 
sociatiun; answering the President’s 
appeal for business cooperation to 
end the recession, says: 

“Government and business have 
one great common interest and that 
is the preservation of the welfare 
of the whole people. It is foolish 
for those who have a common in- 
terest in the building to quarrel 
over details of procedure while the 
house burns. 

“The President has asked for the 
cooperation of business and he is 
entitled to such cooperation. We 
must not belittle the Government, 
ourselves and our business by petty 
bickering over the terms on which 
we are ready to cooperate. 





“The President has asked for 
cooperation and the place for every 
responsible American business man 
is at his side! 

“Therefore, let us put behind 
us every other consideration and 
cooperate as we did on Social Se- 
curity and as we have always co- 
operated with our Government in 
every emergency. 


Page |! 


“Cooperate for the common 


good!” 

* * * 
L. J. TABER, Master of the Na- 
tional Grange, says: 

“Agriculture has kept pace in the 
march of progress. This is proven 
by the fact that but four per cent 
of the world’s farmers live in the 
United States, yet they produce 





more than fifty per cent of the 
world’s corn, and cotton; thirty 
per cent of the world’s tobacco; 
and more than twelve per cent of 
a dozen needed agricultural com- 
modities. 

“The farmer is a manufacturer— 
in fact, the first, the oldest and 
most important manufacturer the 
world has known. 

“No group is more interested 
than the manufacturer in the farm- 
er’s welfare in his increased pur- 
chasing power. A better standard 
of living in the country puts idle 
men and idle factories to work. 
When we give the farmer a larger 
share of the wealth of the nation, 
we improve all because agriculture 
cannot enjoy a single modern bless. 
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ing and improved standard of liv- 
ing or labor-saving device of any 
kind without finally reaching back 
to’ the door of the factory for the 
improved equipment that he may 
desire.” 

* * * 


THE Patman bill to divorce manu- 
facturing and retail functions has 
been given the endorsement of the 
Northwestern Shoe Retailers Re- 
gional Association, Minneapolis, 
Minn. In a letter directed to the 
House Interstate Commerce Com- 
mittee, the trade group said that 
such direct competition from manu- 
facturers as this bill seeks to elimi- 
nate is “in every case wrong in 
principle.” 

“It is our opinion that there 
should be some regulatory legis- 
lation which would not only pre- 
vent direct competition by manu- 
facturers seeking distribution of 
their products through established 
merchants, but which would also 
prohibit such indirect competition 
as occurs when a mass distribution 
system, through stock control or 
other means, enjoys privileges 
which are denied to the rank and 
file of retailers. 

“Ownership of factories by chain 
store systems and mail order houses 
violates the spirit of true competi- 
tion, places the home merchant at 
# disadvantage and represents an 
unfair invasion of the field of re- 
tail distribution by the manufac- 
turer with, we believe, no compen- 
sating benefits to the public.” 


* * * 


A. V. FINGULIN, managing sec- 
retary of the National Leather and 
Shoe Finders’ Association, presents 


ee 


a shoe repairer’s bookkeeping sys- 
tem that is the biggest thing for 
the money that we have ever seen 

. a whole year’s record, plus 
monthly operating sheets, plus spe- 
cific instructions on how to use the 
book, accounts payable and miscel- 
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KNOWLEDGE IS POWER 








—“‘Point Of Sale”— 

—The 1938 theme song of the 
Advertising and Merchandising 
World. 

—To appreciate it and to apply its 
principles will mean success to 
manufacturer and merchant alike. 

—To ignore it will mean lost oppor- 
tunities and minus profits. 

—For at the fitting stool — the 


point of sale—a shoe's reputa-" 


tion is made or lost. 

—The best merchandising minds 
today are thinking and planning 
in terms of point of sale. 

—Advertising Agencies are empha- 
sizing it as though it were a new 
economic philosophy. 

—With Boot and Shoe Recorder— 
Point of Sale has been and will 
continue to be our main point of 
attack. 

—For Boot and Shoe Recorder is a 
perfect "natural" when it comes 
to working for and with the shoe 
sales people in a retail or depart- 
ment store. 

—So—plan to go to school again 
with Recorder's Point of Sale 
educational editorials during 1938 


—And profit thereby. 


Beis % gs ly 


President 





laneous operating. . . . All for 
75¢ a copy. 

No wonder the association has 
a slogan: “We will win with wis- 
dom, willingness and work” for it 
is actually putting order into a 
branch of the business that is nat- 
urally hectic because of its indi- 


vidual problems in every pair. 


* * * 


eSOHN SLATER, as chairman of 
the Shoe and Leather Division of 
the Infantile Paralysis Drive, has 
asked every shoe man in the New 
York district to contribute $1.00 or 


more, as a founder of the National 
Foundation for Infantile Paralysis. 

The ‘mere fact that the problem 
of footwear in locomotion is so im- 
portant in the care and treatment 
of the child afflicted with infantile 
paralysis makes it certain that the 
appeal to the shoe trade will “com- 
mand immediate attention and your 
charity.” Stores are asked to solicit 
employees and to make all checks 
payable to the National Foundation 
for Infantile Paralysis; and send 
them to John Slater, 415 Fifth Ave- 
nue, New York City, for the group 
record. 

Do you know that there are only 
72 orthopedic hospitals and homes 
in the United States and that out of 
this number, sixty-six limit the age 
of admission to 16 years? So, it is 
obvious that a lot of money is going 
to be needed. Many a merchant 
has had the problem presented him 
of how to service infantile paralysis 
cases. The steel brace on the leg, 
from hip to ankle, usually weighs 
eleven pounds and it is a terrible 
affliction even to wear it. If you’ve 
a child, you would spend your last 
dollar to keep the little one from 
wearing a steel crutch for a lifetime. 

So send your dollar in and be- 
come a member of the National 
Foundation for Infantile Paralysis. 
It is open to shoe men the country 


over. 
Cae 


IT’S time\to sound the warning 
against exposing shoes to excess 
heat. The alarm has been sent 
forth before, but heedless folks 


keep putting wet shoes in the oven 


a 


Zt 


to dry, with the consequence that 
the leather cracks; and the shoes 
are brought back to the store with 
claims for a new pair. 

The practice isn’t as common as 
formerly because kitchen stoves 
aren’t as common. But careless 
bipeds continue to stand on hot 
registers of furnaces, and to put 
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their feet on steam pipes, like 
those which run along the sides of 
steam cars in some localities. 
Then there is also the practice of 
heating the stores hot and dry to 
excess—an exception being made 
for air-conditioned stores. The heat 
and dryness get at the leather of 
the shoes in boxes on shelves and 
damage the leather before the shoes 
are fitted to the feet of the cus- 
tomer—if the shoes are carried on 
the shelves the Winter through. 
Incidentally, the moisture content 
of leather, when it comes from the 
tanneries is about ten per cent. 
Only the chemists measure the mois- 
ture content. The ordinary shoe- 
maker, of orderly ways, makes sure 
that his shoes are sufficiently moist. 





HRARRY R. ‘DANIEL of the De- 
partment of Commerce, broadcast- 
ing in the series of American indus- 
try, over the Columbia Broadcast- 
ing System in introduction to his 
subject, said: 

“Out of the ages, a strange 
legend has come down to us to 
account for the introduction of 
shoes. According to this ancient 
tale, there was once a great ruler 
who demanded that wherever he 
went a carpet must be spread so 
that his feet would not come in 
direct contact with the ground. 
But upon a certain occasion, the 
great man happened to step off the 
carpet. Cruel stones pierced the 
royal feet. Forthwith, he issued a 
decree that his entire domain must 
be covered with carpet. But his 
wise men said to him: ‘Sire, there 
isn’t enough carpet in the entire 
world to cover thy kingdom.’ To 
which the king replied: ‘Then I 
will give you twenty-four hours in 
which to solve the problem.’ 

“At the very last hour, a poor 
maker of leather aprons came to 
the king, and kneeling, laid at his 
feet two queer-looking objects. In 
amazement the king exclaimed: 


‘What are these things you have 
brought me?’ the apron maker re- 
plied: ‘Put them on thy feet, oh, 
great king, and no matter where 
you walk the earth will be carpeted.’ 

“In gratitude, the ruler permitted 
all the people of his kindom to en- 
joy the benefits of the strange, new 
invention. And thus, according to 
the legend, man first learned the 
use of shoes.” 


* * * 


Dr. JOHN MARTIN HISS, osteo- 
pathic foot specialist of Los An- 
geles, Calif., said at Chicago: 

“One normal foot is not similar 
to all other normal feet, and natu- 
rally does not call for the same 
shoe. Even in normal feet we find 
long and short arches, stiff feet and 
feet with maximum motion. These 
factors must be considered. Com- 
plicating this is the fact that most 
adult feet display some abnormal- 
ity. As a result the mere fact that 
a shoe -fits does not necessarily 
mean that it is the right shoe.” 

Pointing out that there is no 
metatarsal arch and that, in fact, 
all metatarsals touch the base of 
support, Dr. Hiss said that promo- 
tion of so-called “metatarsal sup- 
ports” deluded both shoe men and 
customers. In reality, he said, such 
devices are primarily used to aid 
in the correct distribution of weight, 
and must be adjusted in the shoe 
for each individual. 
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AT the National Association of 
Clothing Designers’ Convention, 
Dr. Shapiro asked for the estab- 
lishment of genuine size standards 
to eliminate much waste in misfits 
and alteration costs in men’s, boys’ 
and youths’ clothing. 

He showed charts indicating the 
growth and size of the average 
American since Revolutionary ays. 
In the intervening period, the 
American male has grown more 
than three inches—from an average 
height of 5 ft. 67/10 in. to 5 ft. 
98/10 in. 

Should a similar study be made 
in shoes? 


FIDELITY 


lf you can have the fortune, 

Oh player in the sun, 

Once in a human lifetime 

To make a hole-in-one, 

Be thankful. Few excel it. 

Such things must come by chance, 
Or by some perfect setting 

Of seldom circumstance. 


Life’s game is not a ‘Series 

Of clever, brilliant plays, 

But steady, patient driving 
Across the hours and days. 
Once may a flash of grandeur 
Come to suffuse your skill. 
Most days you must go forward 
By force of dauntless will. 


C. Epwin Fiywn. 








"We always believe in meeting our customers half way, Sir.” 




















Above—Richard Arlen, who is co-starred with Mary Astor in Colum- 
bia’s “No Time To Marry” chooses this casual costume for days in the 
warmer climes. Blue and white gingham shirts are a fetish with 
Dick and we see him here wearing one under a silk and wool hand. 
knit sweater of desert tan. His trousers are beige and brown mens- 
wear plaid; his socks match in exact tone and his shoes are beige buck 
with crepe soles. His shoes are one of the best selling types at Palm 
Springs. They are developed in a great many colors, with brown, 
gray, green, sand and white all good. From Winthrop Shoe Company. 
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Left—For comfort, acruise or ashore, Robert Paige, who will 
soon be seen in Columbia’s “Crime of the Year” chooses these 
reversed calf shoes with squared toes for active wear. Bob, 
who is considered one of Hollywood's better dressed younger 
stars, wears a tan polo shirt of paper gabardine and English 
Harris tweed trousers. Downright comfort is assured in these 
reversed calf oxfords, made over an imported Peasant last. 
From the Stetson Shoe Co., Inc. 
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"FHIS gem of luxury set in a great waste of sand has 
become the recognized preview place for next Sum- 
mer’s styles. 

Possibly taking strength from towering San Jacinto 
mountain, the masculine element who are at Palm 
Springs this Winter have declared in no uncertain 
terms that all wearing apparel must be comfortable 
and colorful. 

Men are wearing what they like and as they like it. 
So one finds comfort to satisfy the thought of complete 
relaxation during this Winter recreation period and 
color to satisfy-the little boy love of dressing as he 
pleases. 

For the most part, Palm Spring visitors are men 
weary of complex city living and thinking. So they 


Charles Starrett, who is appearing in Columbia’s “Start 

Cheering,” wearing a brown herringbone tweed English slack 

coat; brown flannel slacks; a tie striped in his college colors; 

brown and white sport shoes. Note the increasing use of 

brown calf trimming in the brown and white combinations 

for the more dressy wear. Mr. Starrett’s shoes from French, 
Shriner & Urner. 











Palm Springs Tells Its Fashion 
Message through Desmond’s 


and Boot and Shoe Recorder 


Charles Starrett, wearing a brown semi-homburg hat, dark 
beige Austrian ski jacket, brown flannel. slacks and brown 
crepe sole shoes. 

Crepe soles have previously been confined to the reversed 
calf leathers. Now the strong tendency is for the smooth 
calfskin and the elk finish leathers. The brighter colors in 
the elk finish are especially good this Winter in Palm Springs 
as illustrated in these shoes by E. E. Taylor Corp. 





come to the desert for solace and new inspiration. While these vacation- 
ists are mostly men of affairs here from all parts of the world to get away 
from city life, they like things to be different. They are interested in new 
things, unusual things, things which are comfortable. 

Then, too, the activities at Palm Springs are conducive to the com- 
fortable, colorful attire that men like so well. Many of the braver souls 
even wear their Palm Springs acquired sportswear back in their home 
towns, to the secret envy of the natives. Thus the desert doctrine of com- 
fort and color, combined with independence in dress, spreads everywhere. 






















Not so long ago, a man vacation-bound would forget all about shoes if 
he had an old pair of “fishing” shoes and a pair of sneakers. Even men 
in the moderate priced income group have many pairs of shoes for their 
Palm Springs outing pleasures. Due to man’s inherent liking for com- 
fort, these newer varieties of sportswear shoes are all built around that 
idea. 

To give credit where it is due, this change to a greatly increased neces- 
sary collection of sportswear shoes was brought about entirely by the 
wearing apparel designers and not by people in our trade. Designers of 
men’s shoes have been about three [TURN TO PAGE 30, PLEASE ] 
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Glamor and beauty enhanced by the right 
stockings—light of tone and sheer of 


texture. 


COLOR is rampant this Spring, in 
. shoes, garments, and accessories. Women 
will sparkle, glow, or gleam more than 
they have done for many a year. In the 
past, we could safely say of one season, 
“Yes, brilliant reds, blues, and greens are 
the things,” as when the “Coronation 
Colors” were in vogue. Or, “Pastels will 
be the choice of smart women,” when the 
“dusty” and neutral tones were creep- 
ing into the fashion picture. Or “Wear 
Chinese pottery colors for chic” when 
their turn came. But this year every color 
goes and we have them all—bright, 
“muted,” “off-shade,” and the glowing 
russet and berry red families, which, with 
the large and important range of blues, 
will be the promotional colors in shoe 
leathers. Out of the more distant past 
still another group of colors has come 
back. These are the purple or “violine” 
tones which range from real purple to 
the purplish blues and reds (including 
the berry shades) and pinks, and take in 


the whole fuchsia family. 


Stockin 
Colors 
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New Shades Range from Neutrals to Radiant Coppers, with 
et = the Accent on Bright. Clear Tones 








Short Skirts and Open Work on Shoes This Season 
Make Hosiery Colors Important to the Shoe Man. 





by 
ELEANOR 
RUTLEDGE 


“Lazy Tan” is the name of this charming 
picture and the stocking shade it is pro- 
moting. One o} a series of expressive heads 
Nomend is using to dramatize the “Color 
Moods” of their new stockings. 


WITH skirts still short and shoes—either low-cut or very 
much opened up—calling special attention to the foot and 
ankle, stockings are an important part of the accessory story. 
They must harmonize with the color scheme of the costume. 
Not so many years ago, the problem would have been solved 
by selling a good neutral shade to any and every customer. 
The results, as you remember, were usually inoffensive and 
very uninteresting. The woman with a better style sense 
would have looked in vain for a warm, clear color to blend 
with her copper calfskin shoes and add animation to her 
navy blue or black suit, or for a beige with a subtle blush to 
make it the ideal high style shade for her up-to-the-minute 
pumps in strawberry red or Parisian blue. 

Today, with dozens of shades on the market, a woman can 
have as much fun choosing the right shade of stockings for 
her costume as in, let us say, choosing her hat. This does 
not mean, necessarily, that there can be only one shade of 
stocking that is the correct one for that costume. The woman’s 
age and type, the color of her skin and hair as well as of her 
costume and shoes, the time and place for wearing these 
stockings—all these factors should be considered in making 
her choice. 

In their Spring and Summer lines the leading stocking 
manufacturers show a range of colors for coordination with 
all the new fabric and leather colors. First, there are the 
beiges, sunny, golden or rosy; light or medium, warm or 
neutral—these and other variations differing slightly with each 

[TURN TO PAGE 37, PLEASE] 
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Shoe Panorama 


A 


SHOE men of Oklahoma City, Okla., boast that their 
town has a unique distinction. It is, they say, sitting 
on top of the world’s largest known oil pool. 

They have a right to be interested in oil. Directly 
or indirectly, the oil industry provides the major sup- 
port for more than 46,000 of the city’s 206,000 popu- 
lation. It has been estimated that 67.8 per cent of 
Oklahoma’s oil comes from Oklahoma City’s retail trad- 
ing territory. In 1937 the state produced about 
240 million barrels—so you can figure out for your- 
self what Oklahoma City’s share would be. 

The city is also in the center of a rich agricultural 
area. It is a lively, fast-growing town, with clean, wide 
streets and impressive skyscrapers. And the shoe 
merchants, like the other businessmen, are wide awake 
and progressive, and full of good ideas. 


CONSIDER, for instance, the leased shoe department 
of Rothschild’s B & M Department Store. They have 
found one of their biggest business builders to be a 
perpetual free cleaning service for every pair of shoes 
they sell. 

“We clean the $5 sale shoes, as well as the $18.75 
I. Miller shoes,” says L. M. Wilkerson, manager. “It 
really doesn’t cost us very much, because we have on 
hand all the proper colors and kinds of polish. The 
porter who sweeps around the store in the morning 
cleans shoes for us in the afternoon. Sometimes he'll 
have 30 pairs or so to do. 

“We never clean a pair of shoes on the feet—we 
ask our customers to leave the shoes, and call for them 
in a couple of hours. If we let them wait, they’d be 
continually cluttering up the store, and interfering with 
our regular shoe selling. 

“Our shoe cleaning service has become a regular 
institution in Oklahoma City. Sometimes women bring 
in ten or twelve pairs of shoes at a time. We've cleaned 
shoes that were four or five years old. 

“At least one woman frankly told us she bought her 
shoes for the cleaning service. She works in a restau- 
rant, and regularly every Monday morning she brings 
her white shoes in to be cleaned. Of course, if we had 
many customers like that, we might lose money, but 
fortunately most come in much less frequently. 

“You can see how this service helps us. It is an 
added inducement to buy our shoes. It gets the women 
in the habit of coming into our shoe department. And 
it keeps them more satisfied with their shoes, because 
we can take care of the leather properly.” 

Farther down Main Street is William G. Nissen’s 
shoe store, with its clever and inviting windows. When 









of OKlahoma City 








Nissen was making plans for his new store, he put a 
lot of thought and study into the problem of windows. 
He spent hours observing the window-shopping habits 
of people in front of different types of stores. 

He noticed that passersby were apt to go half way 
back in looking at one window, then cross over and 
look at the front end of the opposite window—skip- 
ping the rear of the windows entirely. 

“Now how,” pondered Nissen, “can I make the back 
of my windows just as valuable display space as the 
front of the windows?” 

Most shoe store windows, he knew, were long and 
narrow. He decided to reverse the usual dimensions, 
and make his windows wide and shallow, 18 feet deep 
and 30 feet across. This left an entrance wide enough 
to be open and inviting. 

A short distance back on cither side he made set- 
backs in his windows, small alcoves five feet deep. Now, 
people don’t just look in the front half of the windows 
before they pass on. They walk back as far as the 
setback, and stand there long enough to see the shoes 
displayed in the rear part of the windows, too. 


NISSEN has the largest volume of children’s shoes in 
town. On Saturdays he has as many as 15 to 17 clerks 
in his downstairs children’s shop. 

He has worked out an efficient system for getting 
and training the necessary extra help for Saturdays. 

“We train students from Oklahoma City University 
and the University of Oklahoma,” he explains. “Often 
these young men will be with us three or four years. 

“We find we can get much better class of substitute 
helpers in this way. The type of young man who is 
going to college and helping earn his expenses usually 
makes a good helper—he is intelligent, courteous, hard- 
working and anxious to learn. 

“Our new men are usually picked for us by a 
couple of our experienced college men, who know just 
the type we want, and which of their college pals will 
fill the bill. These new men come in several weeks 
hefore school opens to learn the stock. From the start 
we give them 6 per cent on what they sell. 

“We use these college men almost entirely in the 
children’s department—we’ve found they get the con- 
fidence of the mothers as well as the children. We 
have no trouble getting correct fitting, because each 
fitting is carefully checked on the X-ray machine by 
one of our old, experienced men.” 

This Fall, Nissen, like everybody else, found his 
business hit by the “recession.” But he didn’t just sit 
[TURN TO PAGE 52, PLEASE] 
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OUTLOOK 


A Time for Very Close Cooperation 


MIANAGEMENT is earning its salt these days. Right 
decisions, at the right time, and business continues . . . 
and vice versa. Retailing is showing a much better 
face to the storm than is manufacturing or the service 
of supplies. Somehow the retailer measured his gait 
with the needs of the customer, day by day. His orders 
are from sixty to ninety days ahead and he is watching 
his stock every day. He isn’t even jittery on prices at 
retail for new shoes. He has a sense of proportion and 
thinks in terms of cash register intake. Manufacturing, 
however, is not yet out of its blue funk. It is particu- 
larly jittery in the field of shoes selling above $10.00. 
Retailers, by and large, want to maintain the upper 
brackets of shoes, but are buying no further ahead than 
times warrant. 

But if retailers want to have continuing sources of 
supply, they should try to feed the workers, machines 
and factories, or else these valuable sources will dry 
up for want of business. One smart merchant told me 
that he is trying to sustain the factory so that a con- 
tinuing flow of merchandise can go through the works. 
He enlisted the interest of a number of other stores, for 
the same laudable purpose of making it possible for 
the manufacturer to make a profit and continue to serve 
with indispensable shoes. 

So you see, there is a lot of good-will at work that 
could be accelerated by some thought and consideration 
of a future that is a little bit further ahead than the 
end of the nose. Considerate management is therefore 
the key to the situation. 

Another merchant said: “Capital without endeavor 
will not get a return, from this day on, as it did in the 
past.” All the more important, therefore, is real man- 
agement. Many an employee is thinking in terms of 
job security these days and is willing to give credit to 
bright management that makes possible a payroll. 

In our belief, the period of fright is about over. The 
longest depression in American history will be lifted 
by the combined common sense of people wanting the 
American standard of living to continue. Averages may 
be an abomination but nevertheless they do become a 
fair yardstick of the standard of living. In the United 
States, each man, woman and child averaged $500 a 
year income last year (statistically); yet two billion 
other inhabitants of the world had only $30 a year. 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


The task of providing jobs for the unemployed and 
continuance of jobs for the employed and sustenance 
for the unemployables is an heroic undertaking which 
can be done and will be done by the cooperation of all. 

You may not believe it, but we are actually spending 
three billion dollars more a year than the government 
takes in and that money trickles down to human hands 
and is spendable for everything—including shoes. The 
greatest business on the face of the globe, that of the 
United States government, is actually in the red; but 
don’t be unduly alarmed. We can continue to be out 
of balance and yet a solvent concern. We will get into 
balance some future day . . . the sooner, the better. 
Meanwhile, the necessity, above all, is to work harder, 
produce and sell better and increase the activity of the 
circulating dollar—turnover must be accelerated. 

There are indications of increased use of instock 
facilities and thereby comes another rub. In a season 
of many patterns and many colors, can an instock de- 
partment be truly instock if it has to spread its reserve 
of shoes over many lines? Furthermore, the instock 
departments will be forced to keep extensive stocks 
further into the season. Previously it was possible to 
reduce the instock department as the season progressed ; 
but with the pattern of buying as it is this year, the 
merchant is going to lean on instock for sizes and 
widths. The public has not as yet indicated its pref- 
erence for Spring shoes to any marked degree. It is 
therefore necessary for management in retail stores to 
venture—so, if a good shoe shows promise, the initial 
order should be supplemented even before delivery is 
made. 

Another important point to remember is that if the 
national wage and hour bill should be passed, it will 
mean less production per day—for shoes are the one 
commodity that somehow cannot be operated on a two 
or three shift plan. When the factory has complicated 
patterns, its daily capacity is reduced, anyway. If on 
top of that it has a forty-four hour maximum (viz.: the 
new Pennsylvania law) it means still further reduction 
of capacity of output. 

So you can readily see the necessity for very close 
cooperation in shoes for the next five months. 
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Arch Supports 


MUST BE ADJUSTABLE 


TO BE CORRECTIVE 
HERE’S WHY 


How simple it would be if everybody with arch 
trouble could get a corrective shoe to remedy 
the trouble. Unfortunately it just can’t be done. 

Let’s say three of your customers come in 
today. All three wear an 8 shoe. All three 
have arch trouble in some form. Mr. Brown’s 
arches are weak in one place. Mr. Gardiner’s in 
another. And Mr. Clark’s in still another. That 
8% corrective shoe . . . while it fits the foot. . . 
cannot possibly fit all three types of weak arch. 

There’s only one way to correct arch weak- 
ness, and that is with AdjustableArchSupports. 

Every weak arch needs an individual sup- 
port. And as the arch improves . . . so must 
the support be adjusted to strengthened 
muscles. As the arch gradually regains normal 
position . . .the support must follow along. 
Shoes cannot do this, but Dr. Scholl’s Appli- 
ances enable you to offer this progressive serv- 
ice to your customers. 

Dr. Scholl’s Appliances can be shaped to 
conform to the exact requirements of the 
individual foot ... at the start. And, as the 
arch condition improves, the support is 
raised . . . a little at a time to provide the 
required aid. Only by this method can arch 
supports be made truly corrective and 100% 
right for each individual case. 

This progressive adjustment brings the cus- 
tomer back... again and again to your store. It 
makes a permanent friend out of every Dr. 
Scholl Appliance wearer. 


Dl Scholls 


ARCH SUPPORTS 
THE SCHOLL MFG. CO., Inc. 


Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies 

213 West Schiller Street, Chicago 
62 W. 14th Street, New York § 112 Adelaide Street, E., Toronto 
190 St. John Street, London, E. C. 1 
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Easing a fallen arch and oaling 
its further drop with a Dr. Scholl 
appliance 
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Raising the appliance a trifle after 
a few weeks as condition of _ 


improves 
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Raising the appliance still higher 
as condition of foot further im- 
proves 
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Arch fully restored to its normal 
contour on fourth adjustment of 


appliance 











HERE’S HOW 















With this Arch Fitter Dr. 
Scholl’s Corrective Foot 
Appliances may be ad- 
justed in a@ moment for 
an exact fit or to increase 
the elevation as the condi- 
tion of the foot improves, 








Repeating this service over 
@ course of several weeks 
firmly cements the cus- 
tomer to your store. 

A nominal investment 
provides a sufficient stock 
of Supports and an Arch 
Fitter for their adjust- 
ments. 
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PRETTY college co-eds, it seems, do not spend all of 
their time in class rooms and lecture halls. They also 
go to basketball and football games, dinners, dances 
and style shows. These college style shows with the 
same pretty co-eds as models, are not only a source 
of entertainment at Northwestern University in Evans- 
ton, Ill., but they have also meant the development of 
a thriving college shoe business for Joseph’s Salon 
shoe store. 

For the past three years, I. N. Joseph, owner, has 
been making Northwestern co-eds shoe style conscious 
by supplying shoes for teas and parties given by sor- 
orities and other student organizations. Similar shoes 
have also recently been put on for older women’s 
clubs and groups in the community. 

The college girls themselves serve as models, receiv- 
ing no compensation and eliminating expense to the 
merchant. The college groups enjoy their own “local 
talent,” Mr. Joseph has found. At each style show 
some 25 to 50 pairs of shoes are shown, displaying a 
complete wardrobe, with examples of everything from 
play shoes to the most extreme dress models. 

Miss Virginia Kennelly, stylist and advertising mana- 
ger for the store, often gives a talk at the style shows. 
At times she serves as hostess, introduces each of the 
models and describes the shoes, explaining their vari- 
ous uses. These talks include information on current 
styles. She also describes different kinds of leathers, 
speaks of the lasts, construction features and em- 
phasizes the adaptability of the shoes for various types 
of costumes. : 
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A SHOE SHOP 
THAT CATERS 
TO CO-EDS 


How Joseph’s in Evanstown, Ill., Built a 


Thriving College Shoe Business by Making 


Their Customers Shoe Conscious 


Two of the pretty co-eds resting between 
appearances in one of the campus style 
shows presented by Joseph’s Shoe Salon. 


The college style shows usually emphasize sport 
shoes and those for campus wear, the type worn by 
90 per cent of the co-eds during the day. These shows 
are given throughout the year, but are especially popu- 
lar in the Fall and Spring. None of them have to be 
solicited as the requests come in voluntarily. The same 
is true of the shows given for older women’s groups, 
although work is not done on such a extensive scale in 
this classification. Many of these shows are done in 
cooperation with other merchants and most of them, 
since they are charity affairs, involve a fee. The latter 
is not important, however, Mr. Joseph believes, since 
he has found the shows worth the investment. 

“In both the younger and older groups,” he points 
out, “the important point is that we get our shoes be- 
fore potential customers. We receive many calls which 
refer directly to shoes displayed at one of our shows. 
We know there are lots of others which we have no 
way of identifying.” 

The shows also provide a means of getting good 
publicity in the local and campus papers, he states, 
since they always use local girls and women as models, 
whose names and pictures make news. 

“One important technical detail that should not be 
neglected by any merchant taking part in affairs such 
as these,” Mr. Joseph states, “is the importance of 


carpeting. Merchants, who want to save the shoes 


shown should insist that the place to be used, is either 
carpeted or that a white sheet is provided so that shoes 
will not come in contact with the bare floor.” 

[TURN TO PAGE 30, PLEASE] 
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for comfort on the golf course 
the fair sex demands 


JV viene ~~ — f 


Your better grades of golf shoes are 
easier to sell when made in this hand- 
some all-purpose vegetable tannage 


Every golfing woman appreciates a golf 
shoe of Norwegian Calf. It is light in 
weight—glove-soft at the first wearing— 
and it retains its pliability even after 
repeated wetting and drying. This veg- 
etable tannage possesses the quiet dig- 
nity and practical wearability which 
make satisfied, loyal customers. The 
beautiful, hand-boarded finish, and the 
widespread acceptance of Norwegian 
Calf is the reasonsomany manufacturers 
feature it in golf shoesand walking shoes 
for women—in men’s shoes of all types. 
It's the reason why so many leading mer- 
chants use Norwegian Calf as a strong 
talking-pointin selling shoes. Youshould, 
too. Look for the Norwegian and Cretan 
Calf numbers in making up your order. 


A. F. Gallun & Sons Corporation 


MILWAUKEE, WISCONSIN 
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Stores north and 
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eJANUARY retail shoe advertising has run true to 
form, with stores throughout the country devoting a 
large proportion of their newspaper space during the 
month to the promotion of clearance sales. This was 
to be expected, as January and February are normal 
clearance months, when most merchants are trying to 
dispose of their odds and ends of Winter shoes in 
preparation for the opening of the Spring selling 
season. 

Aside from the clearance advertising, however, Janu- 
ary has witnessed some very interesting presentations 
of new styles, many of which belong in the category 
of Southern and resort shoes, with others bearing the 
stamp of early Spring promotional fashions for the 
North and East. For example, I. Miller, in New York 
advertises their new trade-marked color designation 
“Parisand,” describing it as “a new sunny tan with a 
rosy future—as eventful as our famous Carnelian. 
Accent for your Spring suit, whatever its color. Stimu- 
lating against black or navy . . . good cheer for the 
new neutrals . . . life-giving with white. Parisand 
comes to you perfectly matched in shoes and co- 
ordinated Accessory Affinities as only I. Miller does it.” 

And Saks Fifth Avenue introduces “Vita Red, the 


brilliant note” and “Italian Tan, the neutral note” in a 
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Ads Promote First 


Styles for Spring 


Fashion Trends for the Early Season and 
Footwear for Southern Resort Wear Featured 
in Interesting Retail Publicity, as Clearance 


Sale Period Approaches Its Close. 


fashion shoe ad that shows five of the newest patterns 
of this Fifth Avenue house. “Two fresh new colors,” 
the copy explains, “Vita Red, the live, vital color to 
wear with your dark and navy clothes. Italian Tan, 
the subtle, neutral tint with a rare, burnished quality 
that lights up your beige, brown, green and black fash- 
ions. We present them in a great sweep of shoes, with 
hats, bags and gloves to match. The shoes illustrated 


’ are priced from $12.75 to $16.75.” 


“‘Customcraft’ glorifies the revealing theme of 
[TURN TO PAGE 29, PLEASE} 
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YOU CAN CORNER THE SANDAL MARKET 
WITH THIS MOST COMPLETE LINE! 













cUNTDGs 


BY GOODRICH 


No matter what your customer’s individual tastes, there’s a style-right 
Goodrich Sun-Tog Sandal to meet her demands. Here’s a most com- 


_ plete line of sandals—all the season’s smartest colors in up-to-the- 

G minute styles; cuban heel models, college heel models, wedge heel 
models, clog heel models, misses’ heel models, pneumatic heel models, 

low wood heel models. Colorful, practical, and comfortable, Goodrich 


Sun-Togs and Sportslax will give you the lion’s share of that fast- 
growing, most profitable market for sport sandals. Send inquiries to 
Goodrich Footwear, Watertown, Mass. 


GOODRICH SANDALS increase dealer sales 
and profit— provide features people want 













THE FAMOUS 


e « e EVERY STYLE FEATURE for spring 
is embodied in the Velvet-Step line . . . pumps, 
straps and ties in both leather and gabardine com- 
binations, also in Bombay calf. Black, blue and rust 
gabardines; blue and grey suedes; -black, white and 
blue kid, also wheat and white. sail cloth. In fast and 
conservative patterns; heels from 14/8 to. 20/8— 
ALL IN STOCK. 


i brilliant note” and “Italian Tan, the neutral note im a 





' The VELVET STEP resilient 
pad locks the heel in its place, 
prevents the foot from slipping 
forward with each step, supports 
‘the longitudinal arch and ma. 
sages the metatarsals. 


Your sale is made or lost at the fitting stool. Here is the crucial 
point of decision, and right here is where the Velvet Step features 
prove so valuable for they are so easily explained and readily under- 
stood that the customer comes to a quicker decision. Thousands of 
dealers and floor salesmen have discovered this. So they just natu- 
rally reach for a Velvet Step first. Better look into the quick-selling, 
business-building features of this smart line of $5.00 retailers. 


Pele 


BRANCH OF INTERNATIONAL SHOE COMPANY 
SAINT LOUIS MISSOURI 


es Sat Now Life in Your Business * Feature Veloet Sten Shues «+++ 
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Spring,” says Volk of Dallas, “in shoes that fashion- 
ables of these parts have acclaimed from the moment 
of their introduction . . . which was only a matter of 
two weeks ago! Since then they’ve been rushing out to 
the town’s smartest addresses. Revealing new lines of 
fashion and flattery, but only the merest tip of your 
toe, we predict for these exclusives originations con- 
tinued success . . . not only for Spring but for Summer 
as well! That’s why we give you two heel heights and 
seven colors and combinations for your choosing.” A 
pump and an oxford were illustated in the ad with 
bags to match, and both were offered at $12.75, colors 
and materials include black or navy patent and the 
new promotion color “strawberry patch” for the ox- 
ford, and white calf, navy patent, black suede, straw- 
berry patch calf, copper calf for the pump. 


STRETCHABLE gabardine and soft calfskin in black, 
brown or blue are combined in a shoe featured by 
Bloomingdale’s, New York, at $8.75. “Definitely new 
in development,” says the ad, this exquisite shoe sets 
the pace for Spring, 1938. The principal part of the 
shoe is gabardine combined with elastic yarn, a unity 
that molds the foot in an unbroken line. Not a single 
fastening mars the stream-lined beauty from toe to heel. 
Because of its stretchability, this new fabric assures 
complete freedom from binding at the slightest. move- 
ment of the foot, yet never permits unsightly gaping 
at the sides. For practicability, the shoe extremities 
are glove-soft calfskin.” 

Andrew Geller’s New York stores continue their 
python promotion, which has made a profound impres- 
sion in the trade and is featured in retail stores from 
coast to coast, with an ad that characterizes this rep- 
tilan leather as “richer than sable and jasper and jade. 
How welcome the bounty of nature that now gives to 
high fashion this new and eagerly awaited python sea- 
son—and how proud is Andrew Geller to be the spon- 
sor of rare, exquisitely textured python that endows 
the simplest costume with an air of elegance—subtle, 
versatile python that can be worn so harmoniously with 
any color scheme! And where, indeed, is the woman 
who wilfully would deny herself a pair of python shoes 
gloriously to meet the Spring in town, or glowingly to 
stow into her cruise and Southland treasure trunks.” 

Meanwhile, Bonwit Teller of Philadelphia refer to 
this same leather as “the last word in accessory tie-ups,” 
end say of it: “Here is that something completely new 
you’re hungering for. The rich tapestry-like marking 
of python is just the spice your dark clothes need. It’s 
the chic accompaniment to cruise fashions, the coming 
accessory-vogue for Spring suits. We launch it with a 
complete, exciting series. Four chic styles in shoes, 
three in handbags—and even a belt and a beret of the 
same rare, handsome diamond-marked skins.” A step- 
in and a pump are both featured in the ad and priced 
at $14.75. 

Out in Los Angeles, Bullock’s, in a striking three- 
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An interesting advertisement in Geller’s python pro- 
motion, which has made a decided impression on the 
trade and public throughout the country. 


color advertisement features California play shoes by 
Joyce and says of them: “The playful, leisure look of 
California lit by warm sun . . . of gardens, patios, 
desert retreats and ships in limpid southern waters. A 
look cleverly captured in an original collection of gala 
shoes by Joyce, master California designer . . . and 
named by Bullocks with colors reminiscent of our 
romantic southwest. Pimento Red, Blue Sky and a 
Vegetable print that looks like the colorful market 
stalls of Los Angeles. Sun Scuffs, for beach or ship 
. . . Coolees and Quads for more dressed-up sports 
clothes. Each the personification of beauty and luxuri- 
ous comfort for you.” 

“Southward Ho—with light heart and _ twinkling 
feet,” exclaims Thayer McNeil of Boston in an ad that 
features five white or gayly colored patterns for South- 
ern resort wear, priced from $12.75 to $15.75. “Pat- 
terns are more open, lines more flattering, colors more 
varied than ever before,” says this ad, in describing 
the new trend in footwear of this classification. “Dark 
colors accented with white are a smart new note, as is 

[TURN TO PAGE 42, PLEASE] 
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PALM SPRINGS TELLS ITS FASHION MESSAGE 


steps behind the sportswear people in 
grasping the thought that men are 
definitely interested in comfortable, 
colorful apparel. See what has been 
done in presenting men with South Sea 
Island peasant and Guyabera shirts 
and sandwear things. See the growth 
of colorful slacks, daring sweaters, 
sport coats and cowboy riding regalia. 

Due to the growing importance of 
casual, careless types of clothes, many 
new things in shoes have been experi- 
mented with in the Desmond Palm 
Springs store. In the shoe department 
there this Winter, are many shoes 
especially designed to bring out that 
casual, careless look, which is so very 
much in evidence here. 

Crepe soles have become a staple, 
not only at Palm Springs but at the 
city stores, 

White bucks are accounting for half 
the sport shoe business; in spite of 
all that has been said about the 
trend toward the two tones. 

Colorful Mexican types of woven 
hauraches, are right in their best ele- 
ment here. Those patterns of a heavy 
woven cloth mesh, bright blue and red 
sandal affairs and having a padded 
innersole and a leather outersole are 
esp2cially good. 

Unlined Elkskin sandals with zipper 
front closing, crepe soles and having 
large portholes are liked because of 
their softness and flexibility. They 
have a world of practical uses which 
range all the way from hiking to ten- 
nis and for general informal sports- 
wear. 

Peasant types in the many colors of 
reversed calf; white and brown elk- 
finish leather with thin weight crepe 
soles; Norwegian type slippers with 
leather soles and genuine moccasins 
made with leather belting soles, plus 
rubber heels, are some of the extra 
pair possibilities for Winter resort use. 

Even the old standbys, the sneakers, 
have gone completely “comfortable and 
colorful” with plenty of smart styling, 
yes, and even good shoemaking, so that 
every man satisfies the urge to buy 
several pairs to round out his sports- 
wear shoe requirements. 

Remember, every one of the fore- 
going shoes has the comfort angle fully 
developed. 

In the dressier type of sport shoes, 
the kinds which will be freely worn on 
the streets of Los Angeles during the 
coming Spring and Summer seasons, 
we have noted a decided trend toward 
more brown on the brown and white 
combinations. More brown trimmings 
an less white is the story. No freak- 
ishness is at all apparent on these 
shoes, ail of which reflect the good 
taste of the wearers. 

This, the fifth year with the mocca- 
sin pattern, finds it still growing in 


[CONTINUED FROM PAGE 17] 


popularity in the more casual develop- 
ments. 

Because of the sand penetrating the 
openings, ventilated shoes have no part 
in the Palm Springs style picture. Only 
a few shoes of this type are ever con- 
sidered here, and they are those shoes 
whose ventilation possibilities are con- 
cealed in the through and through 
punching on the tips and around the 
vamp seams. 

Four means of transportation are 
offered the Palm Springs visitor: The 
automobile, the bicycle, the horse and 
the almost forgotten method of hik- 
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ing. We’ll skip the car and the hiking, 
as they offer no special shoe problems 
in this story. Those new interesting 
tennis shoes, plus the woven shoes and 
the moccasin slippers, take care of 
most of the bicycling. 

Desert horseback riding is always 
done in regulation cowboy attire by 
both men and women. This swing to 
wearing cowboy outfits along the city 
bridle paths can be traced to the Palm 
Springs influence. Absolutely no one 
here uses the straight legged dress 
boots any more in riding, in fact any- 
body discovered wearing the dress rid- 
ing boots during the March “Desert 
Circus” would be promptly hailed be- 
fore the court and summarily dealt 
with. So, in common with all other 
articles of sports wear, Palm Springs 
is changing the riding clothes of the 
nation from the old stiff formal attire 
to the easy, comfortable, colorful 
clothes of the desert. And this means 
more shoes to buy, too. 

This business of “going cowboy” is 
hard to understand. Most of the folks, 
especially those from the East, are 
sedate business and professional men, 
yet they go heavy for the extremes 
in vivid colorings in their shirts and 
neckerchiefs. Pants are mostly the 
Pendeltons for dress and the blue jeans 
for everyday. Always the ornate cow- 
boy boots. It is some sight to see the 
Eastern bankers and the big names of 
movie land wearing their bright colored 
satin shirts or the orange, green and 
blue wool plaids and even the familiar 
red and blue checkered ones. 

The old-time tennis blazer is staging 
a comeback this Winter and this, of 


course, means more colorful tennis 
footgear. 

Then the trend for the fine knit 
shirts and heavy peasant linen slacks 
is greatly accelerating the woven shoe 
business. 

This is a sketchy outline which shows 
the various types of shoes an average 
man will buy when vacation bound. It 
is a brief picture of what men will 
wear when under no restraint, as Palm 
Springs has no silly bans of any sort 
on what one must or must not wear. 

Contrast the former shoe require- 
ments of the old pair of fishing shoes 
and the old sneakers, both chosen for 
their comfort certainty, with the color- 
ful, wide array of all sorts of sports- 
wear shoes which are also built on the 
comfort theme. There are many extra 
pair sale possibilities in the present 
sportswear shoe situation. 


A Shoe Shop That 
Caters to Co-eds 
[CONTINUED FROM PAGE 24] 


During his years of business in 
caterirg to and dealing with the co-ed 
trade, Mr. Joseph, through careful 
study of the trend and demands in the 
collegiate world, has made a number 
of observations on the college type of 
shoe business. College girls in this sec- 
tion for the most part, he has found, 
stick to the classic type of shoes. 

“They don’t change in their tastes 
very quickly,” he states, “and are the 
last to accept extreme styles. Most of 
them are rather conservative. They like 
low-heeled shoes for campus wear yet 
demand some styling in them. They 
stick pretty much to black and brown 
for everyday wear and are not par- 
ticularly fond of high colors. Quite a 
few of them wear flats for everything, 
including evening. 

“The high-style shoes appear more 
popular with the young married women 
who study such fashion guides as 
Vogue and Harper’s Bazaar. College 
girls are also a lot more discriminating 
and particular about fit than most 
older women.” 

The Joseph brothers are rapidly 
establishing themselves as_ leading 
salon shoe dealers in the Chicago area. 
This past Summer one of them opened 
a large salon store in Oak Park, an- 
other Chicago suburb. Just a- month 
ago another brother, Albert, opened 
the third Joseph’s Salon at 2374 East 
71st Street, Chicago. The latter also 
has a store in La Porte, Ind. The 
stores operate on the same merchan- 
dising plan and they all do their buy- 
ing together, but each brother owns 
his store individually. 
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Here’s a perky BANCROFT WALKER CO. 
shoe in rich suede with a discreet dash of 
patent. The fully curved silh and 
six-eyelet front make it ride high—an ideal 
counterpart of the new soaring hemlines. The 














heel on this “Foot Delight” shoe is seuffless. 







In the autumn and late fall you go 


places—do things that make life hard 






for your shoes. One wise precaution you 






can take—be sure your shoes have scuff- 






less heels. Then you can forget all about 






scuffed, cracked or marred shoe heels. 






Today you can get shoes with scuff- 





less heels in almost any store. And inci- 






dentally, the two very lovely shoes 






shown on this page have scuffless heels! 






The shoes are made by Bancroft Walker 
Co. and by Marshall, Meadows & Stew- 


art, Inc.—the heels are made scuffless 







with Du Pont ‘“Pyraheel.”’ Be sure to 






ask for scuffless heels next time you buy 






shoes. They’re practical, smart and 






most important—they won’t scuff. 





Borrowing the new trim lines of the fall suits, MARSHALL, 
MEADOWS & STEWART, INC., have created this perfect 
partner for daytime smartness. The oxford pictured 1s made 
of soft brown kidskin with genuine lizard trim. The per- 
fectly matching “Styel” heel is scuffess lizard effect. 








PYRAH EEL 


REG. U. 8. PAT. OFF. 






STYLE-CONSCIOUS WOMEN prefer heels covered with “Pyraheel” because they know it helps keep their 
shoes new and smart-looking, and scuffless. You can turn that preference 
into extra sales by asking your shoe manufacturer to use Du Pont 
Scuffless “Pyraheel” on your next order. Or write E. I. du Pont de 
Nemours & Co., Inc., Plastics Division, Arlington, N. J., for samples. 


























































TODAY’S ad for Sat- 

urday selling should 
talk about advance Spring 
styles, assuming, of course, 
that you have them in 
stock. Hosiery should also 
be featured with some men- 
tion of the colors that will 
be in favor for early 
Spring. You received that 
information when you 
placed your first Spring 
orders. 


WHY not send out a 

government postal 
ecard featuring an attrac- 
tive valentine box of silk 
hose? Invite telephone 
and mail orders and offer 
to make deliveries on 
next Monday, St. Valen- 
tine’s Day, or mail the 
hose to arrive on that day 
if desired. You will prob- 
ably be surpised at the 


results. 


1 LINCOLN’S BIRTH- 

DAY. A little space 
in your window devoted to 
a patriotic display will be 
good business. And, of 
course, there must be a 
display of children’s foot- 
wear to back - your ad. 
The display of valentine 


hosiery which has been in 
place all week should be 
continued. 


THE 





1 HAVE you made your 

Spring trip to market? 
If not, it is time you are 
planning it. You can, of 
course do your Spring 
buying without leaving the 
store, but a trip to market 
is more than a_ buying 
excursion. The new sell- 
ing ideas you pick up and 
the contact with other 
merchants are worth a lot 
to you. 





5 OF course, you did a 
little work on your 
windows yesterday, so that 
the styles featured in your 
ad are prominent in your 
windows. And how about 
your sales people? Are they 
familiar with last night’s 
ad? Have they carefully 
read the last issues of the 
BOOT AND’ SHOE RE- 
CORDER so they are 
posted on style trends? 








9 THIS is the day to 
check your stocks 
again and with all old 
stock cleared away, it 
should not be a difficult 
task. If you’ve been mak- 
ing this weekly check for 
more than a year, it will 
be interesting to get out 
the figures of one year ago 
and compare them with 
today’s check. 

















Good Shoes Deserve Good Sales Promotion 


MAKE your weekly 

check of stocks today. 
With a new season just 
ahead, decide right now 
that you are going to use 
this weekly check to show 
you a better profit for 
Spring. How? By keeping 
your stock investment at 
all times in proportion to 
your turn over and by 
avoiding costly “outs.” 














10 HAVE you placed 
your Spring window 
backgrounds and interior 
trim? Yes, it is early— 
but the early bird gets the 
profitable shoe business. 
You'll want new back- 
grounds later for the pre- 
Easter season. You cannot 
expect to sell Spring styles 
now unless you provide 
the proper “atmosphere.” 


1 ST. VALENTINE’S 

DAY. How about 
giving each customer who 
makes a purchase today a 
flower? It will be a 
pleasant surprise and you 
will more m get your 
money back in the good- 
will created. All your win- 
dow displays should be 
changed today, expanding, 
your showing of Spring 
style footwear. 
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RETAIL CALENDAR 






EASTER is late this 

year—April 17. That 
means TWO good selling 
seasons. The early Spring 
season from now until 
‘March 15, and the pre- 
Easter season from March 
15 until Easter. A_ well- 
planned selling campaign 
will make both those sell- 
ing seasons BIG _ ones. 
Have you made _ your 
plans? 





7 CHANGE your window 
displays today. The 
feature display should be 
a Valentine window of 
hosiery in white boxes 
tied with red ribbon. A 
large card should suggest 
that a box of fine silk 
hose will make an ideal 
valentine. In addition, 
there should be a window 
of advance Spring foot- 
wear styles. 





1 HOW about an ad 

for today featuring 
“Special Values In Chil- 
dren’s Shoes For Lincoln’s 
Birthday?” It’s about time 
for a promotion of chil- 
dren’s footwear and this is 
a good reason for such a 
promotion. Don’t forget 
to give some space in your 
ad to women’s early Spring 
footwear too. 
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] WHAT results did 

you get from your 
postal. card mailing of a 
week ago on valentine ho- 
siery? Usually these pos- 
tal card mailings are 
surprisingly effective, con- 
sidering their cost and you 
might find it well worth 
eee oe 
ings frequently ing the 
Spring selling season. Fea- 
ture one item at a time. 


19 DID you liven up 
your window  dis- 
plays for today. There will 
be many potential § cus- 
lomers passing your 
store today who did not 
see yesterday’s ad. If your 
windows are attractive; if 
they’re_ selling windows, 
you will get more results 
from them today than 
from your newspaper ad! 





2 TIME for another 
check of your stocks. 
And the result should quite 
definitely tell you whether 
those first advance Spring 
styles you got in the first 
of the month are “click- 
ing” or whether it would 
be advisable to mark them 
down a little and put some 
pressure behind 

them. 
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FEBRUARY 


A Working Sehedule for Busy Merchants 


] CHECK your stocks 

again today. Note 
particularly which colors 
and price ranges in ho- 
siery seem to have been 
most in demand during the 
first half of February. This 
will help you in ordering. 
Are the first advance 
Spring styles that arrived 
two weeks ago beginning 
to move? They should be. 

















2 4. HAVE you checked 
over your window 
fixtures lately? Do you 
need any new ones? If 
you do, order them now, 
before you get any farther 
into the Spring season. It 
is a good time, too, to give 
the entire premises a thor- 
ough inspection to see if 
any repairs or improve- 
ments need to be made. 


28 THE new window 
displays you install 
today should fairly shout 
“Spring.” Tomorrow is 
March 1, and when March 
arrives people begin def- 
initely to. think about 
Spring and new things to 
wear. And make every dis- 
play in your window a 
SELLING display! You 
cannot afford to waste 
window space on “pretty” 
displays. 


l ARE you going to 

feature any supple- 
mentary lines, such as 
women’s handbags during 
the pre-Easter season? If 
you are, it is time to be 
planning just what you 
are going to buy, how 
much you are going to in- 
vest and what price lines 
you will have. You must 
PLAN for profits! 


21 WHEN you change 
your window  dis- 
plays today, put in an in- 
teresting patriotic display 
for Washington’s Birth- 
day tomorrow. It may not 
sell any shoes, but if it is 
interesting folks will stop 
to look at it and if the 
surrounding displays of 
shoes are attractive enough, 
some of those folks will 
come in and buy. 


good 


2 PREPARE a 
strong ad for to- 
day’s paper for your last 


Saturday in 
Make it 


February. 
a STYLE ad, 


playing up your best sellers 
and emphasizing the new 
style trends for Spring. 
Feature hosiery, too, list- 
ing the new Spring colors 
that promise to be the big 
sellers from now on. 












1 TODAY should see 

quite a pretentious 
ad on women’s advance 
Spring footwear. It may 
still be Winter outside but 
you may sure women 
are thinking about Spring 
and wanting NEW wear- 
ables. If you make them 
want shoes enough, some 
of them will be in to buy 


them tomorrow. 





2 WASHINGTON’S 

BIRTHDAY. How 
about another postal card 
mailing this week? Select 
your most popular foot- 
wear price and feature it 


on a card. Emphasize 
“Spring,”’ and new style 
features. You will get re- 
sults and you will have re- 
minded folks of the new 
season at a minimum of 
expense to yourself, 


26 YOU will probably 
be busy today, but if 
possible find time to re- 
view this month’s selling 
and go over your plans for 
March. The coming month 
should be a good one—be 
sure you are ready for it! 
Did you liven up your 
window displays for to- 
day’s selling? 





Following this short month, it’s time for you to 
start planning for your Easter promotion. Easter 
comes on April 17th this year which gives you six 
weeks to plan your advertising and window dis- 
plays for this big season of Spring shoe selling. 
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IN PRINCIPLE 








LITTLEWAY ; 
LOCESTITCH That is the outstanding 
PROCESS reason for the consistent 







increase in sales of Little- 


way Lockstitch Shoes — 






regular construction or 







Sbicca-Delmac. 





with (O/C UNISHANK 







LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON. MASS. 





TWO PATENTS 


THE DANIEL GREEN COMPANY 


DOLGEVILLE, NEW YORK - Scaled Offices: New York + Chicago + Boston 











WS WHEEL sakes 


© We've made the Douglas Torture Wheel more than 
just a test] We've made it news! Thanks to two-fisted, 
hard-selling advertisements in magazines and news- 
papers, the “wheel that walks” is a symbol of Douglas 
Shoe quality. 

The new Spring line of Douglas Shoes is ready 
for your customers. They’re smartly styled to boost 
Douglas turnover to new heights. Made by Brockton 
craftsmen —on the Douglas “All-Leather Standard.” 





Priced right —a complete en. 
range of popular prices. $4 to +g retail 


Douglas Shoes 





299 Broadway, New York City 





Toe! 


The Douglas Torture Wheel, recent sensation in the shoe 
world, proves the rugged quality behind Douglas style. 


BROCKTON, MASS. 








There's adequate mark-up for you in every pair of 
these new Douglas Shoes. Douglas turnover, tra- 
ditionally high, will be further increased by smashing 
advertisements in The Saturday Evening Post, Collier's, 
and a select list of major newspapers. “ 

The Douglas Merchandising Plan —including 
liberal credit terms — and the unique Douglas Trans- 
portation allowance mean added profits to you. A 
card, letter or wire will bring you complete informa- 
tion on the new Spring line. W. L. Douglas Shoe 
Company, Brockton, Mass. 





Broadway Arcade Building, Los Angeles 
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Stocking Colors 


(CONTINUED FROM PAGE 19] 





manufacturer. The warmer, brighter 
tones are recommended for wear with 
bright colors as blending or contrast- 
ing tones; with black and navy to 
brighten them up; as a summery note 
with white, solid colors and prints; and 
for evening wear. The more neutral 
shades will be used with the pastel and 
pottery colors, and by more conserva- 
tive people for the same costumes as 
above. A warm, medium beige, in the 
brown family, is specially stressed this 
season for a brown shoe. Closely allied 
to the beige family, but with more 
underlying brown in them, are the sun- 
tans, some rosy, some golden, and some 
more neutral. 

In the copper family also there is a 
great variety of shades—light and 
medium, golden and rosy, clear and 
somewhat clay-ey and heavy, although 
this last is in the minority this year. 
Coppers are smart with costumes in 
dark colors especially black and navy 
blue and with neutrals beige and gray; 
with greens bright prints and solid 
colors and white; also for evening wear 
with silver or gold slippers if the 
copper tone is clear and light. They 
are recommended to wear with shoes in 
all the colors mentioned above for gar- 
ment fabrics, and also with white shoes 
trimmed in copper, an important new 
combination for spectator sport shoes. 
Copper stockings used to accent greens 
and brighter blues in leathers and fab- 
rics seems to be the newest high fash- 
ion coordination idea for this popular 
color family. 

Here, as with the other color groups, 
it is impossible to describe all the 
variations that are on the market, or 
to recommend the exact shades to wear 
with each leather and fabric color. The 
style departments of the different fac- 
tories have done a superlatively good 
coordination job and consultation of 
their charts is the best guide to buy- 
ing and selling that we can suggest. 
It is well to note that copper must be 
carefully sold with its definite use in 
mind. As women become used to a new 
idea and adopt it enthusiastically, they 
are apt to use it in and out of season, 
where it is appropriate and where it 
is all wrong, and thus spoil a basically 
good style. 

Strangely enough, in this season’s 
riot of colors, most lines of stockings 
show one or more neutrals or neutral 
beiges or tans. These are recommended 
for wear with blue, wines, reds and 
black. A few also have a real gray for 
which there is always a very limited 
demand, especially at Easter. The ques- 
tion of timing on different colors can 
be worked out through noting the ap- 
propriate colors suggested for different 
types and colors of fabrics and leathers. 
In general, of course, the somewhat 
darker stocking shades will sell 
earlier, but women with real style sense 
will want the bright tones right away. 


[TURN TO PAGE 55, PLEASE] 
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It's a messy .. 
costly job... 


... to cut, fit and cement felt cookies and met pads—a thank- 
less job most times, too, because customers soon expect this 
costly attention. 


You can convert this loss into a handsome profit by slipping 
Trimfoot into a customer's shoe. There's no muss or fuss 
because Trimfoot is always ready to use...always provides 
instant relief at the exact spot needed...and is always ready 
to save a sale. ; 


Make a test. Send for a free pair of Trimfoot today. Your 
name and shoe size on a penny postcard is all we need. 


= 5 rimfo - S700 


PAIRS PAIR 


WIZARD COMPANY 
ST. LOUIS,MO. * + WALSALL, ENG. 


Canadian Distributors: Canadian Specialties Ltd., Hamilton, Ont. 
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PROFITS BY 
PRESCRIPTIO 


How doctors’ endorsement of Walk-Over 
Main Spring* Arch Shoes helps you . ree 
build a clean, profitable, rep eat business. DOCTORS SENT 1500 new customers to one Walk-Over 


store in one year. Get these steady profits from your “special 
fitting” department with Walk-Over approved correct shoes... 


#REG. U. 8. PAT. OFF. advertised consistently in the professional journals. 











AMBASSADOR of Good Fit. L. E. 
Wendtland, Walk-Over traveling repre- 


aoe : The 7-feature 

Ov. Prescri ° 

bcs ag Sens. sentative, demonstrates Walk-Over lasts 
to doctors...appears at Walk-Over stores 


i 16 ADVAN CED LASTS with exclusive Walk-Over features equip you to fill prescrip- advising on last selection and fitting... 
; tions efficiently, supplementing professional treatment of all foot lesi and _ shows the Walk-Over film, “In All Walks 








all types of feet. You need not carry heavy stocks on your shelves. All Spring Arch Shoes of Life”...establishes your Walk-Over 


are stocked by Walk-Over for immediate shipment. Resize as you need them. store as “Foot Health Headquarters.” 





SHE WEARS 'EM Walk-Over Spring Arch Shoes 
are proven “mass sellers.” Entire Nurses’ Training 


ee Hospital Staffs wear Walk-Overs as fe ee 
standard footwear. Waitr laund 1 3 
dentists...every group Pca Pk ple oe pute IT CAN’T BE COPIED The patented, built-in Spring Arch brings you 


foot care is your prospect for mass sales of Walk- three “exclusive-with-Walk-Over” features: 3-point Suspension... Resilient 
Over Shoes with Spring Arch support. Steel Support... Rubber-cushioned, “Shock-absorbing” action. 


We have everything you need to help you build a 
WA [ K e 0 VE PRESCRIPTION SHOES Walk-Over Prescription Shoe business...Write at - 
FOR MEN AND WOMEN once to Geo. E. Keith Company, Brockton, Mass. 
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GABARDINE 


N a season of trimmed shoes, the basic GABARDINE 
must be of such quality as to permit a diversity of trim- 


ming and bring out the richness of the material. 


N°: 1460—fine twill GABARDINE—is the important 
number. and quality,—it has a beauty, richnéss of 


appearance and wearing quality all its own. 


Cun be cleaned readily—with 


brush, soap and water or benzine and similar cleaners. 


J. EINSTEIN. INC. 


ONE PARK AVENUE NEW YORK CITY 


Sample books request. 


















A 4S82-94} WOIy 3u7- 


SHINOLA 


MAKES A POLISH -DYE-CLEANER 
FOR EVERY TYPE OF SHOE 
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SHINOLA ANNOUNCES A NEW 
GABARDINE SHOE CLEANER 


ERE’S GOOD NEWS for 

everybody interested in 
larger shoe dressing sales, 
more profit! Shinola meets 
the style trend to gabar- 
dine in women’s shoes 
with a quality cleaner 
made especially for this 
fabric! Shinola Gabardine 
Shoe Cleaner is sure to be 
a fast-seller. It is made in 
black and incolorstomatch 
most style shades. 

Stock this new Shinola 
Gabardine Cleaner now! 
Feature it prominently in 
your store—be the first in 


your neighborhood to cash 
in on its fast-growing pop- 
ularity! 


Also Feature Shinola 
Suede Cleaners 


Suede, so popular in men’s 
and women’s shoes last 
year, continues to be a big 
seller. Keep in step with 
this demand featuring the 
popular Shinola Suede 
Dressings. Made in black 
and all leading style colors. 
Display Shinola Suede and 
Gabardine Cleaners for ex- 
tra Shoe Dressing profits! 


DISPLAYS INCREASE SALES...Tests give positive proof that 
a simple counter display of Shinola Shoe Dressings can increase 
sales by as much as 100 per cent! Try it! Put a few packages of 
Shinola Suede Cleaner and Shinola Gabardine Cleaner out front 
where customers can see them...then watch sales boom! 
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THIS WEEK IN THE SHOE TRADE 
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NATIONAL NEW 








Buying Steady at Boston Shoe Show 





Evidence of Return of Strong Buyer Confidence Seen at Show 
With Majority of Orders Placed for Quick Delivery 


Boston, Mass.—Approximately 250 
shoe manufacturers and members of 
the allied trades participated in the 
sixteenth annual Boston Shoe Show, 
held this week in the Hotel Statler. Be- 
tween 75 and 100 more had samples on 
display at other hotels in other parts 
of the city. 

If normal conditions prevailed in the 
shoe industry, the dates selected for 
this show—Jan. 24, 25 and 26—would 
have been entirely too late. With con- 
ditions as they are, however, with late 
buying the rule rather than the excep- 
tion and with commitments limited to 
not more than three months in advance 
—it proved the right thing to do. 

While it cannot be honestly said that 
there was anything even remotely re- 
sembling a flood of buying, there was, 
even on the first day, evidence that 
buyers have regained in some measure 
that confidence which they seemed en- 
tirely to have lost prior to the turn of 
the year. Throughout the show there 
was a steady trickle of orders, mostly 
for Spring novelties and 90 per cent 
of it for quick delivery. The word to 
emphasize in the preceding sentence is 
“steady.” In other words, a majority of 
the exhibitors shared in the business 
placed, instead of a few getting the 
bulk, and there was no hesitation in 
getting under way. Department store 
buyers, buyers for chain stores, whole- 
salers and independent merchants were 
all represented and as many orders 
were placed on the last day as on the 
first. 

Prominent among the styles featured 
were sport shoes and sandals of two 
distinct types—for street wear and for 
beach. Blue was one of the favored 
colors in the former, while multicolors 
predominated in the latter and plenty 

of ventilation characterized both. While 
staples were in evidence, as at all 
shows, the emphasis was placed on 
high style, more so this year than last, 
however, because in general, there has 
been a lower carry-over in novelties 
than in staples and the manufacturer 





DATES TO REMEMBER 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
|. Rene February 13, 14, 15, 1938 

Buffalo Shoe Show, Buffalo Shoe Re 
tailers Association, Hotel Statler, 
Buffalo, N. Y. ........ March 6, 7, 1938 

Midwest Shoe-Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 

June 5, 6, 7, 1938 

Annual Convention, California Shoe 
Retailers Association, Hotel Oak- 
land, Oakland, Calif...June 6, 7, 8, 1938 

Iowa Shoe Fair, Iowa National Shoe 
Travelers Association, Hotel Fort 
Des Moines, Des Moines, Iowa 

June 12, 13, 14, 15, 1938 

Annual Convention, National Leather 
and Shoe Finders Association, Con- 
gress Hotel, Chicago, III. 

June 20, 21, 22, 23, 1938 





knows that at least his early-season 
business will be done to a greater ex- 
tent in that division. 

All-over whites, and whites in com- 
bination with other colors, both in 
leathers and in fabrics, were among the 
high spots and patterns were divided 
almost evenly among oxfords, straps 
and pumps. 

An interesting feature of the show 
was an exhibit of shoes with orthopedic 
features on the mezzanine floor of the 
hotel. Here were shown many types of 
footwear including all types of con- 
struction, many of the shoes being 
skeletonized or cut away to permit 
study of the hidden features. 





New York Shoe Men 
Form Club 


New YorK—A group of retail shoe 
men of this city have recently organ- 
ized a club known as the Retail Shoe 
Men’s Club. This club is solely a social 
affair and its purpose is to render as- 





sistance to worthy shoe men in time of 
sickness and distress and also to con- 
duct a job placement bureau for its 
members. 

During the short period of the club’s 
existence the response for membership 
has rapidly increased so that at the last 
meeting nearly a hundred shoe men 
were present. Meetings are held every 
other Wednesday at the Hotel McAlpin 
and the last meeting was held on Janu- 
ary 26. Membership is restricted to 
only retail shoe men and employers and 
to only those men who have held their 
present position for one year. Dues are 
$12 a year for employees and $18 a 
year for employers. 

So far the few meetings that have 
been held, have been restricted to the 
organization of the club, the election of 
officers and other business affairs. How- 
ever, it is planned to conduct various 
social affairs from time to time as soon 
at the club is running smoothly. 

The club as a whole has been organ- 
ized solely for the benefit of its mem- 
bers in respect to assistance in time 
of sickness or distress. At the present 
time it is negotiating for a group in- 
surance plan. 

Officers of the club are as follows: 

Jerry Siegel, of the Arch Preserver 
Shoe Shop, president; M. LeShay, of 
the same store, vice-president; Benja- 
min Ringel, Foot Rest Shoe Shop, 
recording secretary; R. S. Ross, R. H. 
Macy & Co., financial secretary; John 
Vacara, Arch-Aid Shoe Shop, treasurer, 
and Martin Gelber, R. H. Macy & Co., 
sergeant-at-arms, 

The club is open for membership for 
all shoe men in good standing and those 
that are interested in joining this or- 
ganization should get in touch with one 
of the officers or attend the next meet- 
ing which will be held on February 9. 





Shoe Club Secretary Resigns 


New YorK—Bert Steinhart, affable 
and well-liked executive secretary of 
the Shoe Club of New York, has re- 
signed this position, effective immedi- 
ately. “Bert,” as he has become known 
to countless shoe men in this territory 
during his year and a half with the 
Shoe Club, contemplates returning to 
the advertising and publicity field in 
which he worked before his appoint- 
ment as secretary of the Shoe Club. 
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AUBURN ®@ 


Por further facts, call the nearest branca 
office of the United Shoe Machinery Co. 





It’s a fact. There are a 
lot of retailers who still let 
their window trimmers stuff tissue-paper into shoes 
to round out the wrinkles and try to make them look 
presentable and saleable. What an ancient ‘‘penny- 


“Spring to 1 Fain 


SHOE FORM CO. 


NEW YORK 
UNITED LAST CO., LTD. + MONTREAL, CANADA 
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The TISSUE-PAPER-STUFFERS 
who eall themselves merchants 


wise-pound-foolish’’ makeshift for inexpensive 
SPRING-TO-FIT Fairy Forms that make a shoe 
look as perfect in the window as it did on the last, 
Bring your store up to date. Send for a leaflet show- 
ing types and prices of Fairy Forms. Do it today. 















facturing Branches: Northampton, England @ Melbourne, Australia @ Paris, France @ Frankfurt, Germany @ Mexico City, Mexico 





Ads Proniote First 
Styles for Spring 


[CONTINUED FROM PAGE 29] 


the new dressmaker’s knot tie. Gay 
prints and fabrics continue to be popu- 
lar, and the perennial all-white is, of 
course, always in good taste. So aban- 
don care and let your eager feet lead 
you smartly South.” 

Featuring one of these bow knot 
models “For the Southlands,” O’Connor 
& Goldberg of Chicago describe it as 
“one of the hundreds of new designs 
in shoes for Southern wear that are 
now ready for your approving inspec- 
tion. Myriads of clever color combina- 
tions . . . shoes for every conceivable 
need for cruise and resort wear... the 
largest assortment this bootery has 
ever presented. See the multi-colored 
shoes, the imported Indian scarf prints, 
and those with dark backgrounds and 
light accents .. . in black, brown and 
blue linens and suedes .-. . open or 
closed toe effects.” 

Quite a few stores are still stress- 
ing evening footwear, and there has 
been a lot of very attractive advertis- 
ing of this class of shoes since the 
holidays. February, with its Valen- 
tine’s Day, its patriotic holidays— 
Lincoln’s and Washington’s Birthdays 
—and the climax of the social season, 
should offer an opportunity for a final 
push on formal footwear. But from 


now on, however, the emphasis in ad- 
vertising as in window display and 
every kind of promotion, will be defi- 
nitely on Spring shoes and styles for 
the Spring selling season. 





Lape Reelected 
Julian & Kokenge Head 


CoLumBus, OH10—Herbert N. Lape, 
president of the Julian & Kokenge Co., 
was reelected president of the company 
at the annual meeting held recently. 

Other officers renamed were Herbert 
Lape, Jr., vice-president; Howard B. 
Lape, treasurer, and W. C. Spohr, sec- 
retary. 

Members of the board of directors re- 
elected were Herbert N. Lape, Sr., 
Herbert Lape, Jr., Howard B. Lape, 
Felix McCarthy, Mr. Spohr, Mrs. Allen 
T. Adler and Charles L. Laible. 





Frank M. Petot to Retire 


LOUDONVILLE, OH10—F rank M. Petot, 
owner of the Petot & Lutz Boot Shop, 
here, is going to retire, following 55 
years of shoe service to the people of 
this town. At present he is holding a 
closing-out sale in his store. 

Mr. Petot learned the shoe business 
from his father who came here from 
France in 1857. Growing up in the shoe 
business, Mr. Petot has been very suc- 


cessful in the conduction of his store, 
following a one-price basis on all his 
stock. 


Predicts Recession of 
Short Duration. 


HAVERHILL, Mass.—Louis Hartman, 
treasurer of the Hannahsons Shoe Com- 
pany, of Haverhill, has confidence that 
the present recession will be of short 
duration and that we will soon be 
headed for an up-swing. He anticipates 
a brisk demand for shoes during 
February and March because inven- 
tories are low and stores will be in 
positive need of shoes on account of 
the tendency toward late buying. As an 
evidence of this confidence the Hannah- 
sons Shoe Company expects to increase 
the size of their floor stock for Spring 
and Summer and is now pushing up 
production to that end. 

The entire force of MHannahsons 
salesmen has been on the road since 
Jan. 1, and in most territories orders 
have been quite satisfactory under pre- 
vailing conditions, showing a trend to- 
ward increases as the season pro- 
gresses. 

Many new styles and materials have 
been added to this popular line of 
sandals; new fabrics such as printed 
linen, mesh cloth in combination with 
leather and many highly colored 
paisleys. A special feature is made of 
the popular 11/8 and 13/8 block heels. 
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AN IMPORTANT MESSAGE... 


QO.«S H OEM A NU FE A CTUR ERS Dip you ever stop 


to realize that the most elab- 
orate and costly advertising 
—* and sales plans rest on a very 
DS. : ost are ~ small base—the 4 foot circle 
ete aes : 2 about the salesman's fitting 
St eae te Poe stool—your real point of sale? 
We have a clear, simple, fac- 
tual presentation of his place 
in your selling scheme in this 
brochure: "Point of Sale— 
Merchandising Theme Song 

for 1938." 


If you do not receive it by Febru- 
ary 4th, a note on your company 
stationery will secure one for you. 





geek 


| Moke) Gaze) ana: 
4 FOOT CIRCLE 


— i 


A BETTER-IN- 
FORMED sales staff means 
better selling at the fitting 
stool; and this means in- 
creased volume, fewer com- 
plaints, a happier, more con- 
tented sales organization and, 
last but not least important, 
MORE PROFITS FOR YOU. 


LOOK for the 4 Foot 
Circle Device on this great new 
series of feature articles in Boot and 
Shoe Recorder every other week. 


A CHILTON ® PUBLICATION 


BOOT AND SHOE RECORDER 
239 West 39th Street * New York City neactes tee wave cf lhe fidliveg alool” 


BOSTON CHICAGO PHIL ADELPHIA ST. LOUIS 
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AT THE 
FITTING 
STOOL 




















. .. where the actual shoe sale is made, 
tke fitter needs every additional sales 
point available. 


If he can say, “These shoes will wear 


longer because they are bottomed with 
Rock Oak soles,” he has done much to 


clinch the sale. 

Retailers have found that Rock Oak 
helps make more sales and profits. 
Costly returns are minimized. 

Specify Rock Oak in your next order 
to your manufacturer. 


THE AMERICAN OAK LEATHER CO. 
CINCINNATI CHICAGO 
ST. LOUIS BOSTON 
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The Fitting Rule 


PROBLEM: 

A CUSTOMER has bought a pair of shoes. Nothing 
has been said about size. The shoe fitter found it neces- 
sary to change from the usual size worn, due to dif- 
ference in the fitting quality of the last of the shoe just 
purchased or the changing condition of the foot. 
Should or should he not bring up the question of size 
and what should he say? Why? 


ANSWER: 


THE salesman should tell the customer in as few 
words as possible that he is making the change, at the 
same time giving a concise reason that will be readily 
understood by the customer. This should not be made 
the subject of an involved discussion for if the ex- 
planation is tactfully told and not elaborated on, the 
customer will accept it readily without argument. It 
may be a golf oxford, an arch type, a last with a nar- 
row toe, or one with a very short vamp, all of which 
call for different size markings. Telling the customer 
is a step in maintaining confidence. 


* * * 


PROBLEM: 

In fitting open-toe sandals, particularly those dancing 
sandals which sell the year around, where should the 
end of the toe be, at the end of the shoe, or set back 
a half inch? 


ANSWER: 

Set back from a quarter to half an inch, if allow- 
ance has been made in measuring for elongation. Where 
the toe goes to the end, the customer feels the discom- 
fort of the usual ridge around the great toe. Sandals 
should always fit so that the ball of the foot rests in 
proper position. This gives the proper arch fit. The 
toes come to a quarter of an inch from the end. If 
the sandal does not fit the foot with the toe in this posi- 
tion, then it is not the proper shoe. 


PROBLEM: 
Give an explanation of the short back last. 
ANSWER: 


The original plan of measurements in shoes con- 
sisted of taking a 4B last and adding on for length and 


width, which proved a failure for low shoe fitting. 
The combination last was then introduced, and 


although an improvement, it was still lacking in the 


essential heel fitting qualities. 


One manufacturer, after making extensive measure- 


ments, discovered that as the foot gets longer and nar- 
rower, the length of the back of the foot gets shorter 


in proportion to the size of the foot. The short back 
lasts are developed to meet this condition. 
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FOR 


Way back in the early days of Congress shoes Thomas 


Taylor started to weave elastic shoe goring in England. 
All through the pioneering days Mr. Taylor believed in 
living with his business and established his home next 
to his factory. When he moved his business to Hudson, 
Massachusetts, his residence was built adjacent to the 
factory and is at present occupied by his son, Frank 
Taylor, who continues to make shoe goring his life's work. 


In those pioneering days Mr. Taylor saw that the 
available machinery was not adapted to his advanced 
ideas of yer shoe goring, so he designed and built 
his own specialized machinery, which was definitely 


superior, Even today, practically all of the machinery 


of Thomas Taylor & Sons is designed and constructed 
in their own machine shop to further the weaving of 


better shoe goring. 

The result is that we have an established reputation 
to maintain based on more than seventy years’ intimate 
experience with, and a complete knowledge of, this 
particular industry. 

The quality of shoe goring cannot be judged by its 
ap pearance. You must depend upon the man who makes 
it. Why take chances on goring not made by a goring 
specialisi? Profit by our experience and insure yourself 
against trouble in the shoe factory, in the retail store, 


and on the street, by ordering SHUGOR exclusively. 


THOMAS TAYLG@R & SONS 


INCORPORATED 
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“HIGHEST GRADE ONLY” 








SAST WEYMOUTH, MASS., U.S.A. 
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Write for catalog of Shoe Store Equipment 


HOWELL 


ST. CHARLES, ILL 





OE OE OF OF er 


Dancing Shoes and Taps 


~~ 








=r 





PLEXIBLE TAP DANCING SHOES 
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Belle Meade Awards 
Second Plane 


NASHVILLE, TENN.—Bob Zimmerman, 
of Wauwatosa, Wis., recently won a 
full-size Taylor Cub airplane in a con- 
test conducted by the Belle Meade Shoe 
Company of Nashville, Tenn. Bob led 
the field in a limerick contest run by 
the Belle-Meade Shoe Company in sup- 
port of their Skyrider line of boys’ 
shoes. 

Offered his choice of the plane or its 
equivalent in cash, Bob—who plans to 
be a lawyer—chose the cash and in- 
tends to apply it towards his law school 
education. Presentation 
were held at the Milwaukee County 
Airport. Among those taking part were 
S. J. Brouwer of the S. J. Brouwer 
Shoe Company, Milwaukee, through 
whose branch store Bob received his 
entry blank; A. G. Heinmiller, adver- 
tising manager of Brouwer’s; Lieu- 
tenant John A. Ball, export manager 
of the General Shoe Corporation, 
transport pilot and ace of the Skyrider 
Club of America, and George Hill of 
the Belle Meade Shoe Company’s ad- 
vertising department. 

Despite inclement weather, an en- 
thusiastic crowd of some five hundred 
boys made the trip to the airport to 
witness the ceremonies and watch Bob 
and his family receive rides in the Tay- 
lor Cub plane. 

This was the second contest run by 
the Belle Meade Shoe Company award- 
ing a Taylor Cub plane. Another con- 
test will run this Spring in support of 
Skyrider shoes for boys, offering the 
winner a complete amateur movie out- 
fit, including a camera, projector, 


ceremonies: 
















EVERY 
POSSIBLE STEP 
HAS BEEN TAKEN 


to make these ideal 
Flexible Hard Soles (2 
to 8 sizes) the finest 
children's shoes possi- 
ble to | age They 


sive development of 25 
years of experience 
plus the assistance of 
many foot specialists 
through our Depart- 
ment of Medical Co- 


























volume and reputation 
of your Juvenile De 


partment. 
MRS. DAY’S 
IDEAL BABY 
SHOE CO. 
DANVERS, MASS. 


FLEXIBLE sctes 


STOCK No. 463 
















screen, film, etc. As in the past, each 
contestant will get his entry blank at 
his local Skyrider dealer’s store. 





Capitalizes on Shoe Interest During Fair 





Chicago, sony Mkt the recent National Shoe Fair in Chicago, the Fair Store 

capitalized o: public’s interest in shoes by devoting its largest corner window 
facing both ie cad Adams Streets, to a special display of Air-Step Shoes. 

Located at one of America’s busiest corners this display hit an all-time new 
high for size, beauty and duration. Sol Katz, shoe buyer of the store, states that 
it proved to be one of the most effective windows he has ever had. Because o 


the fact that it attracted so 
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remain for nine days. 

















BOOT AND SHOE RECORDER, January 29, 1938 


ality is Pyuilt i 


NOT ADDED ON 


when the toes are built with CELASTIC. 


. . « That is one important reason 


why women who have worn shoes 
with these invisible features of com- 
fort instinctively ask again for the 


same make of shoe. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 








OE EE, OT 


Riding Boots 











6 6 Ee Oe OI CPT 


Slippers 


i ti edie eli elie edi di tdi eid ei iin 


DANVERS SHOE Co 





t 

f 

} SE ee ee 
i 

i 


Vamp and Quarter Lining 


i ei eli ei eli ll 














INC. 
Cranston, Rhode Island, U.S.A. 
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Obituaries 


Herbert J. Dunbar 


St. Louis, Mo.—Herbert J. Dunbar, 
president of Dunbar & Sons Company, 
St. Louis pattern house, died of pneu- 
monia January 10, after a short illness. 
His son, Herbert E. Dunbar, sales man- 
ager of Dunbar & Sons Company, 
passed away late in December of the 
same cause, 

Mr. Dunbar was a pioneer in the 
shoe pattern industry. In 1891, he and 
his cousin, W. L. Dunbar, formed a co- 
partnership under the name of W..L. 
Dunbar & Company at Brockton, Mass. 
In 1902 the name was changed to 
Dunbar Pattern Company, Inc. At that 
time, Mr. Dunbar became treasurer of 
the company and was active in its man- 
agement and direction until February, 
1936, when he resigned and organized 
Dunbar & Sons, Inc. 

During his 46 years in the industry, 
Mr. Dunbar introduced many innova- 
tions in shoe styling. He was the first 
American to open a Paris office and 
actually sell a shoe style service from 
America to Europe. He was the first 
in this country to present shoe style in 
photographic form, from which the 
present sketch form of style presenta- 
tion was developed. 

Mr. Dunbar was a member of Brock- 
ton Masonic order, the Brockton Lodge 
of Elks and numerous civic and busi- 
ness organizations of that city. He is 
survived by his widow, Clara B. Dun- 
bar; a son, Harold L. Dunbar of St. 
Louis, and a sister in Brockton. 

Harold Dunbar announces that the 
business of Dunbar & Son, Inc., will 
be continued without interruption 
under his management. 


Tayior S. Hudson 


PIEDMONT, CALIF.—Taylor S. Hud- 
son, well known representative of the 
Roberts, Johnson & Rand Shoe Com- 
pany covering the central California 
territory up to the time of his retire- 
ment in 1936, died suddenly on Jan. 10, 
from a heart attack, at his home here. 
His remains were sent to St. Louis 
where funeral services were held on 
Monday, Jan. 17. 

Mr. Hudson was born at Jonesburg, 
Mo., May 13, 1893, and his early life 
was spent there and at Wright City. 
In August, 1909, he entered the em- 
ploy of the Roberts, Johnson & Rand 
Shoe Company. His first work was in 
the billing department, later being 
tranferred to the credit department. 

Realizing that his inclinations did 
not tend to office work, he secured a 
transfer to the sample rooms where he 
goon gave evidence of an exceptional 
aptitude for salesmanship. 

In November, 1912, he was appointed 
representative of the company in 
southwestern Missouri, which position 
he held for 17 years. 

In September, 1929, Mr. Hudson re- 


GOING SOUTH 
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SPORT SHOES 


Because, RUFFIT has proved 

out the most satisfactory, 

most popular, nap-sueded, 
aniline-dyed leather. 


SLATTERY BROS. 


TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 











turned to the cumpany headquarters as 
house sales manager. 

In July, 1930, he was sent to Califor- 
nia to take the place of E. A. Moore 
who had retired. Mr. Hudson made his 
home in California with his head- 
quarters in Oakland. In February, 
1986, Mr. Hudson suffered a heart at- 
tack which necessitated a complete 
rest. But he never fully recovered 
from this illness and was forced to 
tender his resignation to the company. 

He is survived by his widow, two 
sons and three sisters. 





Carl A. Hallgren 


Rock IsLtanD, Itu.—Carl A. Hall- 
gren, 53, chairman of the board of the 
Servus Rubber Co., rubber footwear 
manufacturers, died at his home Janu- 
ary 14 after a 10-month illness. 

He had held various offices with the 
company since 1926 and had been presi- 
dent for a time before he was made 
chairman of the board two years ago. 
He had been active in civic and busi- 
ness affairs of the city, president of the 
former Manufacturers Trust & Sav- 
ings Bank and the Chamber of Com- 
merce, and a member of many branches 
of the Masonic order. 

Surviving are his wife and three 


daughters. 
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Faulkner Heads 
Craddock-Terry 


LYNCHBURG, VA.—John A. Faulkner, 
of Lynchburg, Va., was elected presi- 
dent of Craddock-Terry Company, the 
largest shoe manufacturing concern in 
the South, at the annual meeting of 
the board of directors held recently. 

Mr. Faulkner, long prominent in 
business affairs, served as executive 
vice-president and treasurer after the 
resignation of George P. Utley as presi- 
dent in June, 1936. Since that time the 
office of president had been vacant. 

John W. Craddock, founder of the 
company and a pioneer in shoe manu- 
facturing in Lynchburg was reelected 
chairman of the board. Charles G. 
Craddock was reelected vice-president 
in charge of manufacturing; John W. 
James, vice-president in charge of 
sales; H. A. Wells, controller and secre- 
tary; R. H. Cox, assistant secretary 
and A. V. Weekley, treasurer. 





Shoes have Scuffless Heels 








































































Vacations in South 


_ CoRAL GABLES, FLa.—Irving Tannen- 
baum, of Stern & Tannenbaum; Abra- 
ham Weiss, of the Erwin Shoe Com- 
pany, and Harry Liberman of Brooklyn, 
N. Y., are vacationing in Florida. 
While there, they attended the South- 
ern Shoe Show at the Miami Biltmore 
hotel and expect to return in the near 
future with several new ideas in shoe 
styles. 











Heels covered with Scuffess “PYRA- 
HEEL” won’t check, crack or scuff. 
That means they keep shoes looking 
smart longer. It’ll pay you to specify 
scuffiess heels on your next order. You'll 
find that customers prefer them. Conse- 
quently, your sales will be easier! 
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E. 1. DU PONT DE NEMOURS & CO., INC., PLASTICS DEPT., INDUSTRIAL DIVISION, ARLINGTON, N. J. 













R. J. Sawyer to Move 


Banoor, Me.—R. J. Sawyer, Inc., of 
Freeport, Me., manufacturers of moc- 
casin slippers, Indian tans, oxfords and 
high-cut footwear, including Goodyear 
welt and Littleway ski boots, are mov- 
ing their business to Bangor, Me., on 
Feb. 1. Bangor was the original home 
of the company, being established there 
nearly 50 years ago. The present con- 
cern has been located in Freeport for 
the past 12 years and employs about 
35 persons. 

In discussing the reasons, for mov- 
ing, R. J. Sawyer, president of the 
concern, stated that today, Bangor has 
again become the center of the moc- 
easin industry in the East and that 
labor conditions there are more favor- 
able than in their present location. 

Arrangements have been made so 
that there will be no interruption in 
service to customers due to the change 
in location. 


Attractive New Macomb Store 










































































Lord & Taylor Changes 
Shoe Buyers 


New York—Following the resigna- 





Macomb, Ill.—This attractive new Baymiller & Dunsworth shoe store was 


tion of Walter R. Hall as merchandise 
manager of all shoes at Lord & Taylor, 
his duties at the store were divided up 
as follows: 

Harry Neavling will handle men’s. 
shoes and report to Robert Stopford, 
merchandise manager of the men’s 
shop; James Kaufman will buy chil- 


recently opened in this town. Finished in the modern manner, this new shop 


provides the utmost in customer comfort and convenience. The store features 


Natural Bridge shoes for women and other nationally-k 





lines 





dren’s shoes and report to M. E. Daw- 
ley, merchandise manager of the in- 
fants’ and children’s department, and 


William Warner will buy women’s 
shoes and report to E. H. Bower, mer- 
chandise manager of women’s apparel. 
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William Brooks Reelected 


Company Head 


CoLuMBuUs, OHIO — William Brooks, 
president of the Brooks Shoe Co., was 
reelected to that position at the annual 
meeting of the company held recently. 

F. M. Brooks was elected vice-presi- 
dent and factory superintendent and 
H. E. Wilson, treasurer. J, Lawrence 
Porter was reelected secretary. 

All directors were reelected. They 
were William Brooks, F. M. Brooks, 
Mr. Porter, Mr. Allen and Ralph Pope 
of Boston, Mass. 


Named Helstern Manager 


New York—Louis Diamond, former- 
ly with the Vanity Boot Shop, on 
Madison Avenue, has joined the staff at 
Helstern, Inc., the new shoe salon at 
18 E. 57th St., as stylist and manager. 

Mr. Diamond had been with the 
Vanity Boot Shop for eight years be- 
fore coming to Helstern’s. Previous to 
that, he was owner of the Diamond 
Boot Shop, which was located on 50th 
Street. 
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Indiana Travelers Hold Record Show 





Buying Shows Large Gain Over Last Year’s Showing—Total 


Registration 


INDIANAPOLIS, IND. — Approximately 
130 lines of footwear were on exhibition 
by leading shoe manufacturers from 
all parts of the country at the Fifteenth 


. Annual Indiana Shoe Buyers’ Week, 


held on January 16, 17, 18, at the Clay- 
pool hotel, here under the auspices of 
the Indiana Shoe Travelers Associa- 
tion. 





E. C. SMELTZER 
President Indiana Shoe Travelers 


Association 


Merchants from all parts of the state 
attended this show which was declared 
by officials as the largest showing yet 
held by this association. Sales of shoes 
and accessories showed a gain of nearly 
75 per cent over business done at the 
showing last year. A total of more 
than 150 lines, including both shoes and 
accessories, were on display, exceeding 
by far last year’s show. 

Buyers generally, held off placing or- 
ders for Spring and Summer footwear 
until they had visited displays at the 
show. Retailers’ reports show there is 
a general trend to better built footwear 
and buying was reported along this 
line. Quality, not price, was the slogan. 

According to the official register by 
the Indianapolis Convention Bureau in 
charge of registration, 500 leading shoe 
buyers and merchants registered the 
first day. The total registration ex- 
ceeded 700. 

Salesmen were unanimous in report- 
ing that the Summer season would be 
white. The entire line of white foot- 
wear in all styles attracted many buy- 
ers. Heels seemed changed but little 
from last year. 

Some novelty shoes for women in 
many new styles and colors were shown. 
Open work shoes, especially in sandals, 
some with piping and other trimmings, 


Exceeds 700 


proved popular. Pumps, two-eyelet ties, 
sandalized patterns, applying to straps 
as well as pumps, and sport shoes in 
white and white combinations met with 
much favor. Gabardines in all styles 
were much featured and met with 
popular response in Spring buying. 


For the men, an unusual variety of - 


combinations were shown. Gray and 
tan were very popular in these combina- 
tions of two-tone footwear. Ventilated 
shoes in many different colors to match 
light - colored resort wear were also 
popular. One of the outstanding shoes 
for men was an embossed shoe made 
up in various colors. 

On Monday evening, January 17, a 
capacity crowd of buyers, salesmen and 
manufacturers attended the annual 
stag party in the assembly room. Re- 
freshments were served, followed by a 
dinner and floor show. Special tables 
were arranged for the “Old-Timers” 
in the shoe industry. The annual dance 
on Tuesday evening, brought the show 
to a close. 

E. -C. Smeltzer, president of the 


‘Indiana Shoe--Travelers Association, 


pronounced the Buyers’ Week an ex- 
cellent success. “The attendance, vol- 
ume of business and the general inter- 
est of the buyers was more than 
gratifying,” he said. 





Boston Shoe Club Meets 


Boston, MAss.—The third meeting of 
the 1937-38 season of the Boston Boot 
and Shoe Club was held Jan. 19 at the 
Boston City Club, the speaker of the 
evening being Dr. Anton de Haas, 
Professor of International Relation- 
ships in the faculty of the Harvard 
Graduate School of Business Admin- 
istration. Doctor de Haas, in discussing 
Japan’s attempted conquest of China, 
paintéd a‘ picture of a nation gone 
practically bankrupt in its attempt. to 
keep its army and navy at full fight- 
ing strength; and pointed out that 
Japan’s only remaining major source 
of income is derived from its merchant 
marine. He believes that the conflict 
will be a long one and that it is not 
unlikely to result in the overthrow of 
the present war lords. 

The war, he believes, will have an 
adverse effect on American business 
and may conceivably result: in the in- 
terference of the United States, acting 
in concert with Great Britain — the 
American Navy operating from naval 
bases in the Pacific owned by England 
and Holland, which latter nation, he 
asserted, would be very willing to come 
in to that extent. 

In the absence ‘of President Eugene 
L. Wyman, the meeting was presided 
over by Frank B. Mesters, well khown 
shoe wholesaler of this city. 
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THE SHOE BUYING CENTER 
IN NEW YORK 


the crossroads of the trade . . . where 
the season's newest and most significant 
t shoe styles are now on display. 








Shop the Marbridge Building for av- 
thentic shoe styles. The showrooms 
the shoe industry's leading manufactur- 
ers . . . conveniently assembled under 
one roof .. . offer you a splen 
opportunity to look before you buy. 


eee 








528 BROADWAY a3 ST. 


DS. ‘ania Mer. 


— sid 





L. D. Morrell Joins 
Alfred Vamos 


New YorkK—L. David Morrell, who 
for the past three years has been asso- 
ciated with the Kidskin Guild in the 
Waldorf-Astoria hotel, has joined with 
Alfred Vamos, prominent fashion cre- 
ator and agent for novelty shoe mate- 
rials in the Marbridge Building, here. 

Mr. Morrell has earned a fine repu- 
tation among shoe retailers and manu- 
facturers throughout the country in 
his cooperative styling and promotion 
endeavors. As promotion director for 
Mr. Vamos, he looks forward to renew- 
ing his many acquaintances throughout 
the country. 


Enlarges Shoe Department 


CINCINNATI, OHIO—The moving of 
the shoe department at Rollman & Sons, 
Cincinnati, from the fifth floor to the 
second floor has resulted in a 50 per 
cent increase in the space given over 
to this department. 

The new department, decorated in 
buff and brown with wall insets for 
display purposes, is both attractive and 
spacious. It is located directly in front 
of the elevators. 

E. C. Horn, buyer for the department 
and president of the Ohio Shoe Retail- 
ers Association, feels sure that the 
change will result in a largely in- 
creased business. Plans are now un- 
derway to increase the sales force in 
order to handle the business. 

























































The new Delman shop in Miami presents this cool-looking and attractive appear- 


ance to customers. This view of the 


interior is from the rear looking toward 


the front, 


MIAMI, FLA—Delman’s Shoes are 
now housed in one of the most attrac- 
tive shops in fashionable Lincoln Road 
and the spacious setting forms a suit- 
able background for the beautiful mer- 
chandise. The store occupies a corner 
of the 1100 Building and has five large 
show windows. These are backless, 
opening directly into the sales room. 
The floor is covered with white broad- 
felt, walls are light apricot and hang- 
ings are of natural Monk’s cloth. The 
furniture is all white reed, upholstered 


in aqua and coral-striped fabric. The 
fixtures are chromium and crystal. 

A definite color note has been intro- 
duced by the use of raffia, it being 
shown in all sorts of beach accessories. 
Gay colored raffia hat boxes make a 
background in one corner. 

The mezzanine is devoted entirely to 
raffia and raffia accessories and beach 
umbrellas. In addition to this line of 
raffia, Delman’s is offering matching 
scarves and bags, both of which in 
turn, tie in with shoes. 
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back and blame the government or the 
weather. 

He believed that was the time to get 
busy, and go after more volume. Then, 
if the slump stayed, he’d still be keep- 
ing his profits up. On the other hand, 
if conditions improved, he’d be that 
much better off. 

So he is very busy making plans to 
stimulate trade. Early Spring, he 
feels, will be just the time to put into 
operation a scheme he’s been studying 
for the past three years—opening a 
smart sub-deb shop in his basement, 
next to his children’s shop. He figures 
it should bring him an additional vol- 
ume of $15,000 to $20,000. 

“We'll put in wide, roomy doors and 
a wider stairway,” he says, “and have 
ferns banked around the entrance. The 
walls will be decorated with pictures of 
high schools and colleges. 

“We may have a girl from a high 
school or college to act as hostess, and 
every week, feature a different school. 
Prices will run around $4 and $5, be- 
cause girls want to pay less for shoes, 
and then be able to get a new style 
every time it comes out. 

“We are also getting one of the best 
lines of men’s shoes, and pushing it 
hard. We work a great deal through 
our women customers, impressing them 
with our fine line of men’s shoes, and 
urging them to bring their husbands 
in. With the man himself, comfort is 
the best talking point, so we stress our 
X-ray machine for perfect fitting. Men 
are greater creatures of habit—if you 
ean get them started coming to your 
store, half your battle is won.” 

The largest shoe business in town 
is at Kerr’s Dry Goods Co. William 
F. Moss is manager. Moss came to 
Kerr’s on Oct. 1, 1933, when the shoe 
department was doing a $50,000 busi- 
ness annually. Now he estimates his 
business is running about $200,000 an- 
naully. 

How has he accomplished this? 
Largely, he says, by a smart and gen- 
erous use of advertising—newspaper, 
radio and direct mail—and by seeing 
that he has the merchandise to back 
up his advertising. Also, he is con- 
stantly trying to grade up his shoes. 
“T allow about five per cent of retail 
sales for advertising,” he explains. 
“At the beginning of the season, I use 
full page institutional ads. Sometimes 
T'll have several full-page ads during 
the season.” 

Moss’s full-page ads are designed to 
make a big splash. One recent ad was 
especially successful in attracting a 
great deal of attention. It showed a 
full-page picture of the shoe depart- 
ment, with a pretty model trying on 
shoes in the foreground. Around the 
border was a panel of shoes, in a 
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[CONTINUED FROM PAGE 21] 


variety of styles, and labeled with the 
names of the different makes carried 
by the department. 

“A New 7th Wonder—A Shoe De- 
partment that has everything,” the 
ad read. “Carries more exclusive lines 

. shows a greater range of prices 
. . . “stocks more styles . . . carries a 
greater size range .. . sells more 
guality shoes ... and is the largest 
operation of its kind ever attempted 
by any Oklahoma store.” 

Moss has made strenuous effort to 
get customers from other departments 
of the store to’buy their shoes from 
him. He’s had excellent results from 
a series of three letters which he sends 





to charge customers who don’t patron- 
ize the shoe department. 

The first is a friendly, informal let- 
ter to “Mrs. Johnson,” signed by Moss 
himself. “You have been a good Kerr’s 
customer in many departments, but 
no recent shoe purchases are recorded,” 
the letter states politely, emphasizing 
that they’d like the opportunity to 
serve her. 

The second is a sample sales slip 
made out to “Mrs. Johnson—$00.00,” 
with the appeal, “I want you as a 
regular shoe customer.” 

The third letter has a clever sketch 
showing an empty chair, and a clock 
with the minutes ticking away. “I’m 
still waiting for you, Mrs. Johnson,” 
hints the caption. 

Across the street from Kerr’s is 
Halliburton’s, which until last Nov. 18 
was the McEwen-Halliburton depart- 
ment store. Earl Halliburton, the new 
owner, is making plans to expand and 
reorganize the shoe department, along 
with the rest of the store. 

O. I. Clouse of the Clouse-Stone Shoe 
Co. told me about one of his favorite 
business-getters. He has small cards 
made, each printed with the name of 
one of his salesmen, and special en- 
velopes to fit them. His salesmen ad- 
dress these cards to their own cus- 
tomers, with a little personal message 
asking them to come to the store. 

“It take very little time,” Clouse de- 
clares. “Each salesman fixes about 
five cards a day, which takes him only 
about ten minutes. We’ve had very 
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ADVENTURES IN SHOE SHOPPING 


good results with these cards, especially 
with the men. For us, they’ve worked 
better than shoe laces, or anything 
else we’ve tried.” 

At Ecton’s Smart Footwear is W. E. 
Ecton, who has the reputation of being 
one of the best fashion men in the 
country. He made a prophecy which 
should interest all shoe men, especially 
those who have old boxes of cut steel 
buckles tucked away. 

“Within 18 months, I wouldn’t be 
surprised to see fine steel buckles on 
pumps again,” he said. “Why do I 
think so? Well, there’s a great revival 
in pumps this year. Following the 
plain pumps will come ornamented 
pumps—especially if the skirts are 
short.” 

He’s getting in a lot of punch patent 
leather, he says. Patent is good for 
Spring because it is shiny, and that is 
the time of year when we like fresh 
things, with a luster. Baby roseberry 
and baby copper will be two outstand- 
ing shades. Calfskin is still very good 
—colored doeskin is out. 

Style is also a problem to James P. 
O’Rourke, who runs O’Rourke’s Shoe 
and Foot Clinic—although in an en- 
tirely different way. 

“For some time,” he said, “I stressed 
the style angle in my advertising, try- 
ing to emphasize that corrective shoes 
could also be stylish. The response 
wasn’t very good. Then I went back 
to the strictly health angle. I ran ads 
showing pictures of aching feet, with 
pains shooting from them, and cap- 
tions: ‘Don’t tolerate shoe torture 
another day.’ 

“The response was really surprising. 
After several such tests, I arrived at 
the conclusion that corrective men had 
better stick to the correct angle, and 
not try to compete with the style shoe 
men. After all, we have something dis- 
tinctive to sell, and that is good 
health.” 





Boston Novelty Shoe 
Corp. Moves 


Boston, Mass.—The rapid growth of 
the Boston Novelty Shoe Corp. during 
the three years of its existence has 
made it necessary for the company to 
move to larger quarters at 120 Lincoln 
Street, this city. 

Modernistic, large sample rooms, ex- 
ecutive offices and stock room facilities, 
are provided in their new location 
which is situated in the heart of this 
city’s wholesale shoe district. 

Stanley K. Morton is president of 
this concern, also being salesman in the 
South; William Bass is vice-president 
and western salesman; George H. 
Rosen, treasurer and buyer, and David 
Clark, clerk and credit manager. 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry, if he follows the guide 
written in every-day language. 





COMPARATIVE TRIAL BALANCE yon s 




























































































































































































































































































































































































































































































The Most Complete Record 


of Finanees in the Most Convenient Form 


CONSISTING OF: giving you at a glance your net profits over any period 
Seer Seeernine to date, and any detailed information you may require. 
Daily Records— 


Departmental Records— The least entries—the least work — 


ee the least chance of confusion or error. 


Daily Record of Salesmen— Sales DAILY— f Receipts 





Comparative Trial Balance— Sales Compar- WEEKLY. Disbursements NEW GOVERN- 
Cloth board loose leaf binder. ison ed - MENT RULINGS 
MONTHLY Itemized Over- DEMAND MORE 
$10 50 Cost of Sales head ACCURATE AC- 
- Complete Returns FIGURES Net Earnings tenn man ‘a 
Postage Prepaid USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC- PAST. 
(Check with order, plense) ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY sc 


Unless C.0.D. shipment DETAIL, 
is preferred ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 











Merchants Service Dept. <———@ i A f L T af I Ss T 0 D A Y 


Boot and Shoe Recorder 
209 South State Street 
Chicago, Ill. 


—Please send me the FINANCIAL RECORD, BOOT AND SHOE RECORDER 


for which find check enclosed for $10.50. 


—Please send me sample sheets for inspection. MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, III. 
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CLassigped and) Want ted 





SALESMAN WANTED 


BUSINESS OPPORTUNITY 


LINE WANTED 





SALESMAN to sell a complete line of chil- 
dren’s stitchdown and prewelt s the 
volume trade in the Northwest and coast. Must 
travel in car and work strictly on commission 
basis. State full particulars in fen i: 
Also have few other territories open. 

F-645, care Boot & Shoe oo 239 ayeet 
39th Street, New York, N. Y. 





WANTED—Road salesmen. Due to our vast 
expansion, we are in need of good men 
with road experience. ‘When Went: state 
full particulars and age. arks Shoe 
Co., 41 So. Wells Street, Chicago. 





SALESMEN—for Delaware, Virginia, W. 
Virginia, Buffalo, and Connecticut—five sam- 
ples—stock  proposition—commission _basis— 
juvenile shoes. Address F-660, care Boot & 
Shoe Recorder, 239 West 39th Street, New 


York, N. Y 





SALESMAN wanted traveling through Pennsyl- 

vania. Outstanding children’s line, retailing 
$1.00 to $3.00. Mitchell Ettman, Inc., 200 
Church St., New York City, Cortlandt 7-8563. 





TO. carry, complete line of men’s, women’s, 

children’s slippers and women’s novelty san- 
dals. Territories open are New England and 
Southern States. o start on a commission 
basis. Be sure to furnish references, contacts 
and experiences, Also advise what other line 
you are selling. Address F-662, care Boot & 
Shoe Recorder, 239 West 39th Street, New 


York, N. Y 


ALESMAN: Experienced, well acquainted 
with Sport, Work, Camp, Department Stores. 
Line of Moccasins, Camp Oxfords, Work Shoes. 
Connecticut, New Jersey, Westchester, Long 
Island. Address F-658, care Boot & Shoe 
om 239 West 39th Street, New York, 








FOR SALE 





YOU CAN HAVE A ucUtnes 7 
FESSION OF YOUR OWN and earn 
income in service fees. A new x oO 
foot correction; readily learned by any 
one at home in’ a few weeks. Easy terms 
Hf training; openings everywhere with 

alt the trade gl = attens to. No capi- 

et ired or o buy; no agency 
or soliciting. or Etablished 1894. Address 
Stephenson boratory, 21 Back Bay, 
Boston, Mass. 





SHOE STORE WANTED. coxa or Country, 
write full information. transaction 
considered if price is lm yn F-651, 
care Boot & ge Recorder, 239 West 39th 


Street New York, N. Y. 


WONDERFUL opportunity for a man to enter 

established shoe manufacturing business of 
twenty years duration. Manufacturing fine line 
of men’s slippers and medium priced. ladies’ 
arch type shoes. Factory located in middle 
west. Party must have available cash to pur- 
chase stock of = aay mg 7. ghe concern. 
Worth investigation. 3, care Boot 
& Sh Shoe Recorder, 239 West 39th. Street, New 

ork N. 








POSITION WANTED 
SHOE BUYER OR DEPARTMENT MAN. 


Experienced—Ability to produce. 
Reow = to merchandise shoes, all branches. 
Citcege anad St. Louis experience. 

R, 7616 CARLETON AVE., UNI. 
VERSITY CITY, MO. 


APABLE: Retail Shoe Store Executive, 
Buyer and Merchandising Expert. Services 
available to hig! h grade shoe store. Excellent 
background to produce profitable results. Born 
and raised in retail shoe business, Know the 
game from A to Z. Address F-657, care Boot 
¢ No 239 West 39th Street, New 
or 











ASE and complete shoe store shelving, at 


sacrifice. Perfect condition. Ucn f 
36 Church St., New Brunswick, 


SHOE store operating 12 years in city of 

45,000, near Boston. 100% location. ery 
good lease, great opportunity for right party 
Approximately $5,000. Address F-650, care 
Boot and Shoe Recorder, 140 Federal St., 
Besten, Mass. 


AMILY shoe store, located in New Jersey, 
town of 6,000, features nationally adver- 
tized lines, fine opportunity, reason for selling. 
death of husband. Address F-654, care Boot & 
Shoe Recorder, 239 West 39th Street, New 


York, 











WANTED TO PURCHASE 


WANTED TO BUY .. . from 30 to 60 
leather coveted) chremium trimmed chairs. 
good condition. Address L 


used, in 
SAM’S SHOES, 76 Main St., Paterson, N. J. 








BUYER- -SALES EXECUTIVE; Twenty years 

one city as owner and manager of popu- 
lar and high grade shoe stores. A name known 
throughout Middle West. Capable supervising 
I-rge volume business. Nationally known refer- 
ences. Inquiries requested from concerns capa- 
ble employing such experience. Address F-655, 
care Boot Shoe Recorder, 239 West 39th 


Street, ~ York, N. Y. 


ANAGER buyer fifteen years’ experience, 

married, thirty-five, wishes to make change. 
Prefer individually ow: in west cr 
middle west. In present position, showed twenty 
per cent increase past year. Address F-652, 
care Boot & oe Recorder, 239 West 39th 
Street, New Yon N. 








FOR RENT 


ODERN Store 24 x 100. Low rental. 100% 
location, town of 5,000. Industrial center 
close to Charlotte, N. C. Ideal for Shoe or 
small department store. Refer to Sol. Schulman, 


Sylva, N 





NERGETIC Salesman desires to represent 

women’s novelty or staples, popular priced. 
New Jersey and New York. 

Experience, 16 years of retail selling but de- 
sire to change. Address F-661, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SALES MAN—Live wire—Open for line of 
" women’s shoes retailing from $6.75 to $8.50. 
New Englend and New York State. ell 
known to leading shoe buyers. Address F-648, 
care Boot & Shoe Recorder, 239 West 39th 


Street, New York, N. 





ENTRAL and Southern salesman who for a 

number of years has contacted and sold 
most of the larger buyers throughout the Cen- 
tral, South, end Southwestern territory, as well 
as larger cities in Ohio, Indiana and Michigan, 
is obliged because of the liquidation of his 
present house to seek a new line; has a fine 
record of eccomplishment and can furnish the 
very best of references. Would prefer a popu- 
ler price line of ladies’ shoes or Misses’ and 
Children’s shoes, For fusther particulars Ad- 
dress F-649, care Boot & Shoe Recorder, 239 
West 39th Street, New York, 





WANTED beginning fall season line women’s 

semi-conservative styles—$5.00 to $8.50 re- 
tail—stock also make-up. Southern territory. 
Age 35, road experience, manager chain stores, 
owner and operator family shoe store. Drawing 
account not essential with proper line. Refer- 
ences exchanged. Address F-656, care Boot & 
Shoe ney” 239 West 39th Street, New 


York, N 


SALESMAN with 15 years’ experience in man- 
ufacturing and wholesaling of shoes desires 
line of women’s novelty shoes preferably retail- 
ing at $5.00 to $8.5 Knows shoe business 
from every angle. Is well acquainted with re- 
teilers, department store buyers, chain store 
buyers in middle west and middle Atlantic 
states. Home in New York. Prefer a ae 
middle Atlantic territory where I know I can 
build a real business for right manufacturer. 
Best of references. Address F-659, care Boot 
& St Shoe Recorder, 239 West 39th Street, New 
ork, N. 











Bayly with Craddock-Terry 


LYNCHBURG, VA.—Robert W. Bayly, 
who for many years has been associated 
with several prominent manufacturers 
of men’s work and dress shoes in St. 
Louis, has become associated with the 
Universal Shoe Company, Lynchburg, 
a division of the Craddock-Terry Co. 

Mr. Bayly will sell men’s work and 
semi-dress shoes in the territory cover- 
ing the Middle West and the Missis- 
sippi Valley, where he is well-known 
and has had much experience in selling 
work shoes to the volume trade. 





When 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
SF" Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Sey 


In all other cases each word of the 
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MERCHANTS’ NEEDS 











4 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE 3% OF FITTING TIME 
Cut down try-ons 
Write for Deseriptive Folder 


for 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 








SYRACUSE, N. Y. 











Stocking Colors 


[CONTINUED FROM PAGE 37] 


Evening shades are clear and light, 
in some cases, coppery. 

The most exciting novelty continues 
to be with the iridescent with its shim- 
mering two tenes. All the manufac- 
turers are making them in anywhere 
from two to eight shades. The reddish 
cast seems to prevail, but there are 
more this season with a golden tone, 
some with flesh and pink, and one or 
two with a blue or mauve-ish cast. One 
house offers three high style colors to 
match Parisian blue, copper and straw- 
berry red leathers. Iridescents are ex- 
pected to have a big season, and they 
offer, of course, a new talking point in 
selling colors, since they are definitely 
two different colors by daylight and 
by artificial light. 

Another novelty is the definitely blue 
stocking. One or two manufacturers 
are trying these out and expect some 
interest because of the importance of 
blue in clothes and shoes. It is also 
suggested in a “lighter than navy” 
shade as an unusual contrast to wear 
with orangey colors beiges, bright 
prints, rose and berry tones, and all 
the grays. 

The clever promotional idea of one 
stylist is to push a real Summer gold 
right now by linking the stocking 
shade with the vogue for gold jewelry, 
and gold trimmings on dresses and 
shoes. Here is food for thought in 
working out other promotional ideas 
and, perhaps, unusual coordination of 
accessories. And speaking of coordina- 
tion, it may be worth mentioning that 
several stocking manufacturers have 
definite affiliations with manufacturers 
of gloves. Artcraft with Kislav, is a 
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notable example of this. Van Raalte 
make their own gloves to match a few 
stocking shades. Hansen Gloves, of 
course, are coordinated with Phoenix 
Hosiery. 

Aside from colors, what is new and 
interesting in stockings? Lisle stock- 
ings—plain, or mesh, in the regular 
colors, and in pastel or deeper colors— 
are on the market more than in other 
years. The fashion idea is that lisle 
is much more suitable than silk for 
wear with sport tweeds, woolens, and 
Summer fabrics, and most manufac- 
turers are stressing this point rather 
that the political crisis. 

There are some interesting new ideas 
in construction. One firm offers the 
“Rib-Row” heel. The ribs almost double 
the reinforcement at the place where 
the “rub come in,” but the ribbing is 
really ornamental as well as very prac- 
tical. Some clocks are being shown, as 
well as colored heels, black and navy. 
There are some good reports on the 
.latter. Some jacquard lace is on the 
market. Another mesh type stocking 
has been constructed ombré shading 
toward the back to slenderize the leg. 
The sandal foot constructions, of 
course, continue. One is called “Grecian 
Sandal” and is ribbed in the heel and 
toe. The average weight selling in 
volume now is three-thread. Even 
upper New York State, New England, 
and some of the northern states of the 
Middle West are buying’ sheerer 
weights and lighter colors. 

And that brings us back to colors 
which are always the first considera- 
tion in stocking buying, and never 
more so than this year, when there is 
such an exciting range offered. Remem- 
ber, when buying, that the light, bright 
tones are the newest, whether they 
are a beige, a sun-tan, or a copper, a 
single color or a two-tone iridescent, 
but that you will have some customers 
who will feel that somewhat darker and 
more neutral tones are in better taste, 
especially to wear with the new glow- 
ing colors in fabrics and leathers. But, 
whoever the customer and whatever her 
taste, don’t let her leave the stocking 
counter until you have sold her the idea 
that her stockings are an important 
accessory to her whole costume, and 
therefore should be as new and in- 
teresting as her hat and shoes. Above 
all, that a new pair of shoes simply 
cries alound for new stockings to com- 
plement them. And best of all, send 
her out of her store feeling that she 
is the right woman wearing the right 
new stocking color. 





Stolen Leather 


New YorK—Shoe and leather men 
are asked to be on the lookout for a 
large quantity of leather that was sto- 
len from the Ramsey Shoe Company, 
347-349 Rider Street, this city, on 
January 11. A description of the 
leather is as follows: 

Black elk, 8 bundles, 1898 feet, 
Northwestern Leather Co. Trust, No. 
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WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also rand Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 
IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 


Phone WOrth 2-5377 and 5378 

















3135; Brown smooth, 1% bundles, 316 
feet, Northwestern Leather Co. Trust, 
No. 3031; Brown leather, 4 bundles, 
941 feet, Monarch Leather Co., No. 
659; Brown Elko, 3 bundles, 554 feet, 
Northwestern Leather Co. Trust, No. 
2122; Brown elk, 5 bundles, North- 
western Leather Co. Trust, No. 3139; 
White elk, 8 bundles, Northwestern 
Leather Co. Trust, No. 3100; Patent 
Leather, 4 bundles, Riley Leather Co.; 
Green elk, 2% bundles, Northwestern 
Leather Co. Trust. 


To Attend Middle 
Atlantic Show 


PHILADELPHIA, PA.—William J. Lig- 
gett and Joseph T. Bannak, represent- 
ing J. Edwards and Company, will at- 
tend the Middle Atlantic Shoe Retail- 
ers’ show to be held next month on 
February 13, 14 and 15, and will be in 
charge of that company’s display at 


the Benjamin Franklin hotel. 


J.°G. Muir Named 
Sales Manager 


RockrorD, Micw.—J. G. Muir, who 
has served as sales promotion manager 
of the Wolverine Shoe & Tanning Corp. 
for the past 15 years, has been ap- 
pointed sales manager of the company 
to fill the position left vacant by the 
resignation of George H. Shotthafer 
who held that position for the past 28 
years. Mr. Shotthafer will remain as 
director of the corporation. 
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E. C, Camper Resigns 


Burrato, N. Y.—Edward C. Camper, 
merchandise manager for the economy 
shoe department in the basement of 
the Wm. Hengerer Co., has resigned, 
effective January 31. J. Edward David- 
son, president of the Hengerer unit of 
the Associated Dry Goods Corp., of 
New York, indicated that no successor 
has been appointed. 

Mr. Camper has occupied this posi- 
tion for the last seven years, having 
previously served as a merchandiser 
with Wm. Taylor Sons Co., of Cleve- 
land; B. F. Schlesinger & Sons: Co., of 
Oakland, Calif., and the former W: L. 
Milener Co., of Toledo, Ohio. 

Mr. Camper merchandised women’s 
and children’s footwear. 





Scores Advertising Scoop 


BurraLo, N. Y.—Sattler’s, Inc., one 
of the largest shoe retailers in western 
New York, engineered a unique news 
scoop recently when the Buffalo Times, 
a Scripps-Howard newspaper, pub- 
lished a series of photographs showing 
the wornout shoes being worn by school 
children on one of the coldest days of 
the winter when the temperature 
dropped below the zero mark on ther- 


mometers. 
Almost simultaneously with the pub- 


lication of the photographs, Sattler’s | 


called the editor of the newspaper on 
the telephone and offered to supply 
new shoes for the needy children whose 
photographs had been published. The 
newspaper arranged with the princi- 
pals of the schools attended by the 
children to have them visit Sattler’s 
shve department and the next day pho- 
tographs of the children being fitted to 
proper footwear were published in an 
eight-column banner line across one 
page of the newspaper. 

The Times also published an article 
describing how the shoe retailer took 
the cue from the original photographs 
of the needy children’s wornout shoes 
and offered to replace them with new 
footwear. Sattler’s, Inc., also donated 
an additional 100 pairs of shoes to 
needy children designated by -school 
principals. 





New Shoe Managers 


Fort WortTH, TEXAS — Two Fort 
Worth shoe stores, the Jarman Shoe 
Store at 802 Main Street, and Nisley’s 
Shoe Store at 303 Houston Street, have 
new managers. 

Jimmy Walker, formerly with the 
Jarman Shoe Store at 20 N. Dearborn, 
Chicago, Ill., is new manager of the 
Jarman men’s shoe store here, succeed- 
ing Paul Sanderson, who is now at the 
Dallas store of this company. 

Jesse O. Roark, is new manager of 
Nisley’s, women’s shoe store, here. He 
succeeds his brother, Edward Roark, 
who has been transferred to the Nisley 
store in Dallas. Jesse Roark came to 
Fort Worth January 1, from the as- 
sistant managership of the compary’s 
San Antonio store. 
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No. 1980—AII1-White 


Elk 


Unlined Punched Oxford. 


8441012...A,B,CandD... 
12%to03...A,B,Cand D...§ 
345109..AAAtoC..12 8 Heel..$3.75 


$2.60 
OO 


Same as above, 8’8 Rubber Heel, 


No. 1982 
35 to 8, AAA to ¢ 





(alist 


KEEP GOOD FEET 
HEALTHY 








ep as7S 





Clean and white, No. 1980 carries with it a cool, sum- 
mery touch. Clean, in workmanship, detailing, cutting. 
White in its soft and mellow, selected elk upper. But the 
finishing touch is its Kali-sten-iks Craftsmanship, and the 
combined features that keep good feet healthy —Seam- 


less Back —Three Point Suspension — Seamless 






We will welcoy 


New York: 541 Marbridge Bldg. 
Los Angeles: Hayward Hotel 
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Winners 
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NIAL 












MRS. ARTHUR LEHRMAN 
30 North Third Street, Harrisburg, Pa. 


F. MELCHORE 
9054 209th St., Queen’s Village, Long Island, N. Y. 








FIRST PRIZE — $100 


FRANK S. GORMAN, 156 Sagamore Street, Manchester, N. H. 


4 SECOND PRIZES — $25 EACH 















ROBERT M. SANDERS 
21 South Main Street, Sumter, S. C. 










MISS EVELYN WOODBURY 
47 West Cedar Street, Boston, Mass. 














THE COLONIAL TANNING COMPANY wishes to 
take this opportunity to thank all the entrants for 
their interest and to congratulate them on the ex- 
cellence of the many hundreds of names which they 
submitted. . . . It was literally a world-wide contest, 
with entries from eight foreign countries 
including Finland, Greece, India, Czecho- 
slovakia, and the Philippines. Such a wide- 
spread response, however, is not surprising 


f 
COLONIAL TANNING COMPANY, 207 


















when you consider that Colonial is the world’s larg- 
est-selling patent leather and that there is a greater 
interest in color in shoes this year than ever before. 
Incidentally, Colonial’s three newest spring col- 
ors, Strawberry, Skipper Blue, and Terra Cotta, are 
having exceptional success for daytime san- 
dals and pumps. May we send you samples 
of them? . . . Just address your request to 
Colonial Tanning Company, Department R. 













SOUTH STREET, BOSTON, MASS. 
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HERE’S loads of good-will being built these 
y pine days. Good-will for those who sell shoes 
with Spaulding Counters. Because customers are dis- 
covering that their shoes can take it in the toughest 
weather conditions. Spaulding Counters are made to 
stand and take it. Their long matted and entangled 
fibres of imported hemp and flax hold the shoe in 
shape. Because their resilient nature allows them to 
give—yet spring back into the fitted-to-the-last shape. 


Spaulding Counters can do this because they are made 


of quality ingredients on steel replicas of the very lasts 
on which the shoes are made. They are beautifully 
shaped to the shoe—and stay that way! Weather 
conditions will never lose customers for you when 


you specify Spaulding Counters. 


SPAULDING 


Counters 


“Made m North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 


































9223—Men's Two Tone Grey Bal, Oak 
sole, leather heel—B C D 6/11.... $2.00 


9$225—White buckite vamp and quarter, 
tan tip and foxing. 












9242—Men's White Buckite Bal, Tan alli- 
gator Tip, eyelet plug and Quarter collar, 
oak sole, leather heel. B C D 6/11.. $2.00 
$243—Grey alligator tip, eyelet plug, 
quarter collar. 






ENDICOTT 
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Summer, Fall, Winter, Spring, used to 


follow each other in consecutive shoe 
selling order. Whites in the Summer, Fall 
had its own lines, Winter and Spring 
came along with shoes styled specifi- 
cally for those seasons. 


Today, no sooner does the snow disap- 
pear than whites begin to blossom. White 
shoes in February and March are un- 
derstandable in the South and Southwest. 
But when whites capture the colder 
climates in those months, it's a little diffi- 


cult to understand. 


But we can't argue the point. All we 
know is that whites are worn as early as 
Washington's Birthday. It has been 
proven that these men’s $3.00 retailers 
have what it takes to start the season 
successfully. It's a smart move to put in 
a white window early. Youll be sur- 
prised to see how brisk business can be 
with these shoes and steady promotion ! 





TE Sgt So | RRS aan a cba rae ge 
9218—Two tone tan. 







JOHNSON 












9215—Men's White Elk Ventilated Bal, 
Plain toe, Oak Sole, Rubber Heel. 









Ox 
6/ 





BOOT AND SHOE RECORDER, February 5, 1938 


9236—Men's White Buckite Bal, Tan Tip, 
and Foxing, Oak Sole, Rubber Heel. 
RG OPie er eon eho as $2.00 


9233—All White Buckite. 
9252 


9252—Men's White Buckite Ventilated 
Bal, Tan Ball Strap and Foxing, Oak Sole, 
Rubber Heel. B C D 6/11 


9250—Two tone grey. 


ENDICOTT JOHNSON 
MEN?’S en 


RETAILERS 


IN & 7 Oo Cc K 7592—Men's White Elk Blucher, Perforated, 


crepe sole and heel. 6/11 
7594—Dark tan. 


9237—Men's White Buckite Bal, Wing Tip, 
Oak Solé, Rubber Heel. 7 Wide. 


7583—Men’s White Elk Bal, Wing tip, 
crepe sole and heel. 6/11 


7582—Dark tan. 


ENDICOTT, N. Y. e LOUIS, MO. «¢ NEW YORK CITY 
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horolighd Y cal 


IN PRINCIPLE 


bps That is the outstanding 
PROCESS reason for the consistent 
increase in sales of Lititle- 

way Lockstitch Shoes — 

regular construction or 


Sbicca-Delmac. 


with (A/C UNISHANK 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON. MASS. 





ITU 


NAME AND TRADE-MARK REGISTERED. MADE UNDER 4, S. PATENT NO. 1,408,873 
. 


FABRIC 


HOE manufacturers—retailers— 
and consumers have given Arrabuk 
a resounding vote of approval. Mil- 
lions of pairs of shoes have been 
made with Hood Arrabuk Swade 
Fabric—with 100% satisfactionright 
down the line. 
Arrabuk Swade handles easily and 
profitably in the manufacturing proc- 


ess. Arrabuk Fabrics give a retailer 
his full margin of profit without 
sacrificing volume, price, style or 
quality. And the consumer—final 
judge—has acclaimed the ultra 
smartness and quality of Arrabuk- 
made shoes. See all the new 
Spring Colors and Finishes in Hood 
Arrabuk Fabrics now! 








The Better Fabrics Test- 
ing Bureau—official lab- 
oratory of the National 
Retail Dry Goods Asso- 
ciation—has subjected 
Hood Arrabuk to the 
most grueling tests and 
found it ideal. 

Remember, Arrabuk isan 
exclusive, patented* shoe 
fabric made only by the 
Hood Rubber Company. 
Its sensational success 
has inspired imitators— 
make sure you get the 
genuine Hood Arrabuk! 

* Pat. No. 1,408,871 


There is only one Arrabuk 
Fabric and it alone carries 
this Seal of Approved and 
Tested Quality. 
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A COMPLETE SERVICE IN FINE CALF LEATHERS 





THE OHIO LEATHER COMPANY GIRARD, OHIO 


aed 








